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Now we know 
how not to do it 


Sir,—Is the British Pavilion at 
the Damascus Fair quite as bad 
as reports would suggest? (Com- 
ment, September 7). What are 
the reactions of some of our most 
widely experienced and exhibi- 
tion minded companies, such as 
ICI? More important, what have 
been the first comments and re- 
actions of the people who matter 
most—the Middle East buyers? 

To some extent the outcome 
must have been a foregone con- 
clusion—for a shoestring budget 
can at best only be expected to 
produce mediocre results. 

Presumably, Pye have plenty of 
technical equipment on site. Can 
they be asked to produce a pic- 
torial record of the Fair, includ- 
ing interviews with some of the 


THIS WEEK 
Survey of Advertising Gifts and 
Novelties—page 47 


NEXT WEEK 
Lancashire and North-West Survey 


important buyers? Every export, 
exhibition, sales and advertising 
group in this country can then be 
given a factual lesson on “how 
not to do it.” 

The British Pavilion has been 
criticised for its “garish colour 
schemes,” but they may not ap- 
pear so offensive to the people of 
the Middle East. This is all 
rather symptomatic of the fact 
that British manufacturers (not 
to say individuals) still seem to 
assume that the peoples of Africa, 
India and the East have the same 
tastes, likes and dislikes as John 
Bull himself. 

So often instead of designing 
for overseas they modify a home 
design, then they ship it with 
labels, instructions and everything 
else printed in English. 

The “Disgrace at Damascus” is 
only one example of how British 


To The Editor.. 


prestige is being sacrificed in the 
overseas markets. The pity of it 
is that the people who will suffer 
most are the children and grand- 
children of the present generation. 
We must have increased ex- 
ports, but they should not be 
allowed to leave this country un- 
less they have been designed and 
properly packed for the market 
in which they are to be sold. We 
must exhibit at overseas fairs, but 
it would be better not to do so 
at all than to put on a show 
which ought to make us feel 

ashamed. 
W. D. Mosscrop 


Egham, Surrey 
Disgrace in 
Damascus 


Sir,—I feel I must write to you 
to thank you personally for the 
splendid editorial in September 
7's ADVERTISER'S WEEKLY, “Dis- 
grace in Damascus.” As a man 
who himself represents half a 
dozen of the biggest and impor- 
tant Continental trade fairs, I 
would deeply appreciate the 
opportunity to assure your 
readers how admirably expressed 
were the far-from-too-severe 
terms in which you found the 
courage to expose the pitiful and 
lamentable efforts which are 
made on behalf of British export 
trade. 

May I enclose the report on 
the 31st European Fair, Stras- 
bourg, which has just opened, 
and from which I have just 
returned. It was another outstand- 
ing example of governmental! de- 
featism and _ ineptitude which 
seems to pervade all along the 
line. 

R. C. LIEBMAN, 
London representative. 
European Fair, Strasbourg. 

(The report states: “At a time 
when the Treasury are continually 
telling us that we must either export 
more or face ruin, it seems doubly 
strange that the Board of Trade 
should turn down the offer of a 
completely free Information Stand 
at France’s second largest fair with 
the poor excuse that they cannot 
spare the French-speaking personnel 
to staff it.’’) 


At last—the 
truth 


Sir,—Why should I R. Mac- 
Gregor get so hot and bothered 
about the advertisement for an 
inexperienced executive? (Sep- 
tember 14.) I can only presume 
that he has only spent a short 


time in the “ profession ’*—other- 
wise he would realise that it is 
quite possible for an executive to 
be good at his job without pos- 
sessing any special qualifications. 

During my 20 years in the 
advertising business | have come 
into contact with all sorts of exe- 
cutives and I can emphatically 
state that those with DAA and 
MIPA after their names were no 
better at their jobs than those 
without these qualifications. 

To be able to direct a national 
advertising campaign, via an 
examination paper, does not 
guarantee that the examinee will 
be able to hald his own in the 
hurly burly of the advertising 
business. 

More often than not, the only 
accomplishments an executive 
requires are a ready wit, a fund of 
funny stories, a good golf handi- 
cap, and the ability to say “Yes 
sir” constantly and enthusiasti- 
cally. Three cheers for an agency 
who advertises honestly. It’s high 
time we had some truth in adver- 
tising! 

RODNEY E. HARKER 
Hildenborough, Kent 


It’s personality 
that matters 


Sir,—Listen to the howls’ of 
injured pride from the learned 
gentlemen popping up from 
behind their musty tomes of law, 
psychology, economics, merchan- 
dising and what-have-you to spit 
at “contemporary life and 
balanced personality.” 

The directors of the agency 
advertising for an account execu- 
tive without advertising experi- 
ence should be congratulated for 
their realism. Too long has the 
agency business been a _ closed 
shop with “agency experience 
essential.” This dam which 
blocks the flow of new, virile, 
mature minds into the agencies is 
too often reflected in the standard 
of advertising today. 

As an advertising manager, I 
have met many account execu- 
tives. The most successful among 
them have long discarded their 
text-books of law and economics 
and are trying to develop 
balanced personalities — some- 
times with the help of the Satur- 
day Evening Post. 

True intelligence is not a 
matter of understanding more 
and more about more and more 
but of knowing where to find the 
right information or help re- 
quired. Rightly, the agency asks 
for men with suitable educational 
qualities and a feeling for con- 
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temporary life—such men will 
know where and how to obtain 
the background they need and 
will not be blinded by the 
prejudices of the past. 

Book learning is the property 
of millions. It is a cheaply 
acquired commodity. A balanced 
personality is a rare gem. It is a 
most valuable asset to any com- 
pany. 


Eltham, S.E.9. 


Stereos for the 
small man 


Sirn,—Having made your quip 
about a Carpet Fortnight trade 
press advertisement (“Memo to 
IPA,” Talking Points, September 
14), may I suggest that you 
change your “managing director” 
and “advertising manager” of a 
large company to an owner/ 
carpet buyer and his leading 
salesman in any medium or 
smaller-type furnishing shop. 
This particular series has been 
using these two characters for 
the last nine months in six fur 
nishing trade press papers. 

You will appreciate that small 
businesses who are in_ the 
majority in the carpet retail field 
(a) need a free advertisement 
design service in matrice or stereo 
form: and (b) often handle their 
small press advertising allocation 
direct. 

We have, in the last three 
years, provided over 10,000 of 
these “free advertisement designs” 
in either matrice or stereo form 
to the carpet retail trade and to 
many London and provincial 
advertising agents for the use of 
their clients. 

These in turn have provided 
UK newspapers with the revenue 
from well over 1,000 composite 
pages based on carpet retailer 
advertising. 


EDMUND BARKER 


G. H. Davipson. 
British Carpets 
Promotion Council. 
London, S.W.1. 
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Whether assessed on net sale, women readership, or housewife 


readership, WOMAN’S OWN has the lowest rate per 


thousand for either monotone or full colour of all the mass- 


circulation full-colourgravure weeklies ! 


Cost a page a thousand 
MONOTONE |FULL COLOUR 


Net |2,434,597| 14/5d | 20/6d 


Women |5 340,000| 6/7d | 9/4d 


readers 


Housewife |3'780,000| 9/3d | 13/3d 


readers 
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* Hulton Survey 1956 
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AUDITED NET SALE (JAN. JUNE 1956) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE 
NEWNES LTD., TOWER HOUSE, SOUTHAMPTON ST., W.C.2 
TEMPLE BAR 4363 (40 LINES) 
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LET 

TYNESIDE 
LAUNCH YOUR 
CAMPAIGN 


Wa 
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SOUTH AND NORTH SHIELDS. The twin towns 

of the Tyne on each side of the entrance to the river are 
not only ports for ships that carry coal, oil, iron ore and 
many other basic requirements of heavy industries, but 
towns that build and repair the ships. 
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SOUTH SHIELDS has attracted other industries since the 
war to supplement shipbuilding, ship repairing and coal 
mining. Great prosperity has resulted and new trading 
estates and factories are springing up. 
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NORTH SHIELDS is also the chief fishing port of the 
North East Coast and post-war developments have brought 
new industries into the area. 
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THE SHIELDS GAZETTE & THE SHIELDS EVENING NEWS 
are the local evening newspapers for South Shields and North 
Shields respectively. A combined sale of over 51,000 daily to a 
population of 200,000 bears witness to the intense readership 
of these two evening newspapers; their circulations have 
risen by as much as 60 per cent since the war. 
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Advertisers who wish to sell their products on Tyneside will find that 
these two lively newspapers form a perfect economical medium for launching an 
intensive campaign to reach these prosperous communities. 
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Shields Gazette | Corning ews 


And Shipping Telegraph. 5.045 asc) (16,122 A.B.C.) 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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@The Committee agrees 
that the open countryside 
is suitable for special 
control... it does not 
object to the inclusion of 


some villages ® 


amenity © 


@The Committee shares 
the Minister’s view that 
outdoor advertising ought 
to be strictly controlled 
in all areas 


of high 


@The remedies for ‘clut- 
ter’ are to educate shop- 
‘keepers and advertisers 
that there is a right and 
rare way of displaying 


2 


POSTER MEN AGREE WITH MINISTER 


Industry ‘willing to co-operate, says reply by OAIAC: 
BUT—results of regulations have been disappointing 


‘THE outdoor industry has replied to the Minister of Housing and Local Government’s 
call for suggestions for his intended amendment of the regulations governing outdoor 


advertising. 


Text of OAIAC’s memorandum has been published this week. 


The industry admits—it “shares the Minister’s view”—that outdoor advertising “ought 
to be strictly controlled in all areas of high amenity.” 


The Minister, Mr. Duncan Sandys, is told that that industry will 
co-operate in any steps that can be taken in this direction in “educating 


shopkeepers and advertisers . . 


. to a sense of awareness that there 


is a right and a wrong way of displaying advertisements.” 


New Lyons product 


Gin-and-tonic 
battle soon 


A large-scale advertising battle 
for the gin-and-tonic market is ex- 
pected with the introduction on 
October 1 of a new J. Lyons & 
Co. product marketed through 
their Groves subsidiary. 

The new drink is a quinine 
tonic with crushed lemon added. 
The appeal to the retailer will be 


the saving of time and expense 


in adding lemon to gin and tonic. 
The approach to the consumer, 


however, will also stress that the | 


product is a palatable soft drink 
on its own. 

Priced 6d., this lemon tonic is 
designed to challenge the strong 


hold which Schweppes have in | 


the gin-and-tonic market. 

An all-media campaign will de- 
velop during the winter, with 
heavy placings next spring, 
notably on commercial television. 

Agents are John Hobson & 
Partners, who also handled ad- 
vertising for the launching of 
Citroze, the Groves lemon and 
glucose drink. 


The memorandum was pre- 
pared by the Outdoor Advertis- 
ing Industry Advisory Com- 
mittee (OAIAC), on behalf of the 
British Poster Advertising 
Association, the commercial 
advertising service of the British 
Transport Commission, the 
Electrical Sign Manufacturers’ 
Association, the London Poster 
Advertising Association, the 
Master Sign Makers’ Association, 
and the Solus Outdoor Advertis- 
ing Association. 

Agreeing with the Minister 
that outdoor advertising should 
be strictly controlled in all areas 
of high amenity, the Committee 


50 Advertisers use 


yr: 4 And it agrees that the “open 
countryside” should be included in areas of special control. 


points out that where local 
planning authorities have wished 
to create areas of special control 
to protect the countryside and 
urban areas of special amenity, 
the Committee has been “readily 
prepared” to discuss and agree 
the boundaries. 

“Since the Advertisement 
Regulations came into operation 
in 1948, practically all the areas 
of Special Control Orders 
approved by the Minister have 
been the result of agreement be- 
tween the local planning authori- 
ties and this Committee.” 

While the Minister has found 
the results of the working of the 
Control of Advertisements dis- 
appointing, the Committee says 
that the industry is also dis- 


@ Continued overleaf 


OTHER NEWS 
i HIGHLIGHTS 
' @ ISAS Film Ad 
Festival opens. . . P- 5 
@ ‘Friendly’ club con- 6 
ference in Turin... P- 
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Graphic Arts — page 59; 


Mainly Personal—page 60 ; 
Current Advertising —page 66 


10 applications for 
Welsh contract 


When application for the 
ITA’s contract for the station 
in South Wales closed on Friday, 
10 had been received. The station 
will be open before the end of 
next year. 

It is understood that the ap- 
plicants include the present Eng- 
lish contractors and a number of 
publishers with Welsh interests. 
A spokesman of Associated- 
Rediffusion Ltd. confirmed this 
week that his company had made 
an application. 
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Outdoor industry agrees with Minister 
REMOVE ‘CLUTTER’ OF ADS BY ‘EDUCATING’ SHOPKEEPERS AND ADVERTISERS 


appointed, particularly with the. 


long delays, the work and costs 
involved, and the complete un- 
predictability of decisions. 

The Committee “deplores” the 
statement in the Minister’s memo- 
randum that outdoor advertising 
is only to be “tolerated”—‘there 
is much evidence that it is wel- 
comed.” 


SPECIAL CONTROL 


The memorandum discusses the 
Minister’s suggestions regarding 
areas of special control, and says 
that the effect of special control 
is to deprive advertisers of the 
right to apply for, and the plan- 
ning authority the right to grant, 
express consent for certain types 
of advertisements. 

“This Committee holds the 
view that it is wrong in prin- 
ciple to deprive the advertisers of 
the right of applying for, or the 
local planning authority the 
right of granting, consent in any 
case where it ought to be granted. 

“The Committee has worked in 
making agreements with the local 
authorities on areas of special 
control in the past. It is sub- 
mitted that it is a sound principle 
which ought to guide the delinea- 
tion of areas of special contro] 
everywhere. 


‘SOME VILLAGES’ 


“The Committee has agreed, 
and does agree, that the open 
countryside is suitable for inclu- 
sion in areas of special control 
and it does not object to the 
inclusion in such areas of some 
villages. 

“But when the countryside 
becomes developed it should 
then be taken out of special 
control.” 

The application of special 
control to towns the Committee 
regards as a “much more difficult 
matter.” 

Blanket inclusion of small 
country towns in special control 
areas as appeared to be envisaged 
by the Minister would be wrong. 


The Committee agreed with the 
Minister that the rigidity of the 
existing special control provisions 
was a drawback. Even in country 
areas it was clear that the exist- 
ing provisions prevented the dis- 
play of some advertisements 
which would be very much better 
from an amenity point of view 
than the alternatives which they 
permit. 

The Committee felt that the 
problem could not be solved or 
relieved by an alteration of the 
regulations. For further limitation 
on the types or sizes of adver- 
tisements allowed with deemed 
consent or any restrictions on the 
area of the building they might 
occupy would transfer a _ vast 
number of cases from the 
deemed consent to the express 
consent class. 


CLOGGED—OR FLOUTED 


“Either the machinery would 
then become completely clogged 
and express consent would take 
even longer to obtain than it 
does now, or there would be 
widespread flouting of the regula- 
tion which would become unen- 
forceable,” says the Committee. 

The Committee submits that it 
would not be right to delete, as 
suggested by the Minister, the 
proviso in the regulations which 
provides that an _ application, 
either voluntary or as a result ot 
challenge, to display an adver- 
tisement of a specified class, 
might not be refused unless it 
would cause substantial injury to 
amenity or a danger to members 
of the public. 


‘STRONG VIEWS’ 


“Amenity” was such a question 
of opinion that the Committee 
held very strongly the view that 
the proviso should apply to all 
consents outside areas of special 
control. 

The memorandum continues : 

“This Committee has during 
the past few years given very 
- careful consideration | to the Prob- 


Electronic amusements from the Mullard stand at the Radio Show are 


now at Selfridges, Oxford Street. 
shown “The Coin That Hears” 


Here some young visitors are being 
and turns over at a clap of the hands. 


lem of the ‘clutter’ of advertise- 
ments on business premises, 

“It has come to the conclusion 
that there is no short cut to its 
solution and as already stated, it 
cannot be solved or relieved by 
alteration of the Regulations. 


UNENDING APPLICATIONS 


“Unless the trader is to be 
denied all advertising on his 
premises, which is unthinkable, 
the advertising which is to be dis- 
played must be arrived at either 
by negotiation with the planning 
authority, or by an unending 
series of applications for express 
consent in respect of the same 
premises until the trader happens 
to hit on an application which 
meets with the approval of the 
authority, 

“It is submitted that the proper 
remedies for the ‘clutter’ of 
advertisements on business pre 
mises are 

(a) to educate shopkeepers 
and advertisers throughout the 
country to a sense of aware- 
ness that there is a right and 
a wrong way of displaying 
advertisements. In this’ con- 
nection this Committee is pre- 
pared to co-operate in any 
steps that can be taken to this 
end; 

(b) to encourage the plan- 
ning authorities to negotiate 
with the shopkeepers and with 
the advertising contractors 
where the latter are involved. 
The Committee welcomes the 

Minister’s suggestion that the 
controls on illuminated — signs 
might be relaxed. 

In a general conclusion the 
Committee notes that the Minister 
might consider allowing some- 
what greater freedom to the 
advertisers in areas where it is 
accepted that outdoor advertising 
is not out of place. 

OAIAC comments on_ the 
“deep concern” that the industry 
feels at the “arbitrary nature” of 
the appeal decisions—and at 
the fact that “the bias appears 


invariably to be in favour of the 
planning authority. 

“This has built up in the minds 
of many of the less co-operative 
authorities the idea that the 
Minister will support them in 
their refusal of consent to any 
proposition. The Minister ‘is no 
doubt aware of the intense dis- 
satisfaction which has been the 
subject of innumerable protests 
to his department.” 

The Committee is also dis- 
turbed by the Minister’s state- 
ment regarding the challenge of 
advertisements after express con- 
sent expires. 


‘CHANGE REGULATIONS’, 


It was made clear by the 
Ministry that this power of 
challenge was to be used only for 
cases where the amenity or public 
safety conditions changed after 
the grant of express consent. 

The Committee recommends a 
change in the regulations so that 
the challenge of advertisements 
after the expiry of express con- 
sent should not be permitted 
except on the ground of change 

of circumstances pertaining to 
amenity or public safety. 

“The contracting industry is 
hampered in its long-term plan- 
ning by the limitation of three 
years on the maximum period of 
an express consent,” say OAIAC. 


FURTHER TALKS 


Finally, the Committee notes 
that the Minister will consider 
the matter further, and that he 
will then, in due course, suggest 
the precise amendments which 
may be required to the Regula- 
tions. 

“It is assumed that when such 
consideration takes place, the 
Minister will give this Commitiee 
the opportunity of discussing the 
matter either with the Minister 
or with his officials at an early 
stage, in accordance with the 
assurance given to the Committee 
in December, 1954.” 


ATV offer new-style spot tests 


As a result of a successful 
experiment carried out earlier 
this week, Associated TeleVision 
Ltd. are now offering advertisers 
a new service for pre-testing their 
television commercials. This new 
service, which has been designed 
and initiated by ATV’s research 
manager, G. V. Stacy, consists of 
including the test commercials in 
a 30-minute filmed episode pro- 
gramme and transmitting this on 
Channel 9 at a time outside 
normal broadcasting hours. 

In collaboration with The 
Pulse Ltd., a panel of more than 
300 viewers, selected to be repre- 
sentative of all ITV viewers, in 
the London area, are invited to 
view the’ test programme. 
Personal calls are then made on 


this panel immediately after the 
transmission by The Pulse inter- 
viewers who record the impact, 
remembrance and reaction of 
viewers to the commercials. 

“This method,” say ATV. 
“which has never before been 
used for TV in this country, 
ensures that the tests are made 
under conditions as near to 
normal as possible.” 

The service costs a minimum 
of £125 per commercial tested, 
Not more than three will be 
tested in one 30-minute pro- 
gramme. The first testing session 
has been scheduled for Sunday 
afternoon, October 7, from 
London, and it is hoped to 
extend the service to weekdays in 
the Midlands in the near future. 
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4," House of Ideas 


“House & Garden" colours, now in 
their sixth year of selection, will 
form a feature in the October 
issue. 

Eight room schemes. each with wall- 
papers, paints, fabrics and carpets 


in “House & Garden” colours 
make up a special six-page decora- 
tion section. Manufacturers and 
the merchandise they make are 
listed by category, in addition to 
the retail stores where contem- 
porary furnishings in the “House 
& Garden” colours can be 
obtained. 

The story of the “House of Ideas,” 
first featured in the September 
issue, will be concluded with a 
study of the main bedroom and 
bathroom, the central sun-deck, 
the children’s rooms and kitchen. 

The October issue will have a total 
of 110 pages of advertising. 


BDMAA exhibition 


The entries for this year’s cup 
contests of the British Direct 
Mail Advertising Association will 
be on exhibition in the library of 
the Institute of Practitioners in 
Advertising from Monday to 
October 3, on weekdays between 
10.30 a.m. and 4.30 p.m. 


600 at conference 


More than 600 applications 
have been received by the Incor- 
porated Society of British Adver- 
tisers for attendance at their 
conference on commercial tele- 
vision to be held at the Park 
Lane Hotel today (Friday). 


HOtLSke 


WI 


FREE 


INSIDE 


ae 
The 


issue of 
“Housewife” will be the largest ever. 
With it will be a free booklet on 
“How to be a Successful Hostess.” 


252-page October 


Joint examiners’ report— 


STUDENTS’ 
GRAMMAR 
AT FAULT 


In the summary of this year’s 
Examiners’ Reports, which the 
Advertising Joint Intermediate 
Examination Board issued this 
week, the examiners agree that in 
the main the questions were 
“reasonably well answered,” but 
that there were few outstanding 
papers. Almost all the examiners 
complain of numerous spelling 
errors and of faulty grammar. 

_ The English essays showed an 
improvement over previous years, 
but candidates showed little 
ability to write effective letters. 

In both the 
papers candidates showed that 
they had a reasonable knowledge 
of the various printing processes 
and were able to describe them 
and their several uses. 

The general standard of 
answers to the Media (1) paper 
was not high, although Media (2) 
was in the main well answered 
and the knowledge of candidates 
of direct mail, point of sale 
material, exhibitions, film and 
radio compared favourably with 
that displayed in answering the 
questions in the first paper. 

The number of failures in 

was high, showing 
once again failure to treat the 
subject as a science with its own 
clearly defined and accepted ter- 
minology. 

The first Advertisement Design 
and Presentation paper revealed 
a general proficiency on technical 
and practical matters, but unen- 
terprising dullness on subjects re- 
quiring imagination and creative 
thought; and the second paper 


also gave little indication of 
original thinking. 
The Law in Relation to Adver- 


tising standard was generally 
good, and the majority of Copy- 
writing candidates showed that 
they had absorbed a comprehen- 
sive theoretical knowledge of the 
functions of the copywriter and 
his place in advertising. Few 
candidates, however, were able to 
write a competent and straight- 
forward letter. 


Iron Curtain films, 
in Cannes for 


Lt-Col. Alan M. Wilkinson, 
president of the Institute of 
Practitioners in Advertising, was 
elected president of the jury at 
the third International Adver- 
tising Film Festival in Cannes 
this week. 

The other British representative 
on the 15-strong judging panel 
is Hubert Oughton, represent- 
ing the Advertising Association. 

Welcoming 500 delegates from all 
parts of the world, Ernest 
Pearl, president of ISAS, said : 
“This is becoming an outstand- 
ing annual event in the calendar 
of international advertising. 


ADVERTISER'S WEEKLY 


“‘Advertiser’s Weekly’ Christmas Competition 


PRIZES FOR THE 
ODDEST ADS 


Has it ever struck you how interesting it would be if things 


? 


little awry in an advertising agency and copy for one 
went into an advertisement for another? 

not let your imagination run riot and perhaps win a 
a light-hearted competition for contributions to the 


Annual Christmas Number of “Advertiser's Weekly.” 


of £10 10s., £5 Ss., and 


Just mix up copy and illustra- 
tions from press displays to make 
the oddest ads, then paste them 
up ready for reproduction, 

Theme of the Christmas Num- 
ber will be “The Credit Squeeze,” 
and prizes of £10 10s., £5 5s., and 
£3 3s. are also offered for the 
most amusing drawings or copy 
designed to sell any one of the 
following products: a luxury car. 
a new girdle, an elaborate lawn 
mower, an uneconomic coal mine 
or a plutonium-headed golf club. 


A guinea will be paid for each 
emtry published other than the 
winners. 


The competitions will be judged 
by the Editor, whose decisions 
will be final. 

ENTRIES SHOULD REACH 
THIS OFFICE NOT LATER 
THAN WEDNESDAY, 
OCTOBER 31. 

And you may submit as many 
as you like, They should be 
addressed to The Editor, “Adver- 
tiser’s Weekly,” Mercury House, 
109-119, Waterloo Road, 

S.E.1, and marked “Christmas 
Competition.” 


A number of these illuminated box 


signs have been supplied to Key- 
stone Knitting Mills Ltd. by Franco 
Signs for the counters of retail 
stockists. The illuminated panel is 
15 inches square, and the stars and 
the words “Keystone star stockist” 
flash on and off alternately. 


Egyptian delegates 
Third Festival 


And the films you will see will 
demonstrate the rapid advances 


London agency 
handles U.S. 
store opening 


Advertising in connection with 

the opening, last Monday, of two 
British tailoring shops in the USA 
has been handled from London 
by Foote, Cone & Belding Ltd., 
with considerable dollar-saving 
in consequence, say FCB. 
_ The two shops, one in Wash- 
ington, DC, and the other in 
Arlington, Virginia, have been 
acquired by the British multiple 
tailoring firm, Alexandre Ltd., 
who appointed FCB London to 
handle the advertising for their 
launching and subsequent first- 
year campaign. 

Mervyn Francis, an FCB direc- 
tor, and Denis Cavanagh, account 
executive, were placed in charge, 
and the planning included recon- 
naissance in Washington by Mr. 
Francis and co-operation with 
FCB London creative director. 
Russ Insley. 

The campaign includes large- 
scale press advertising, 12,000 
announcement leaflets, showcards, 
direct mail, Christmas cards, and 
a tie-up with BOAC, who fly the 
garments out to Customers in 
USA. A BOAC message label is 
sewn into the garments and all 
parcels containing the garments 
carry a special BOAC label. 


Publishers and agents 


If book publishers used adver- 
tising agents, would they sell 
more books? This is one of the 
questions to be discussed in a 
book, Sales on a Shoestring— 
How to Advertise Books, which 
Andre Deutsch Ltd. will publish 
on October 4. Sydney T. Hyde, 
publicity manager of W. H. 
Smith & Son Ltd., is the author. 
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British club support 
for directory 


‘FRIENDLY’ FICP CONGRESS IN TURIN 


Turin (/taly), September 12.—Friendly, informal contact 
between advertising men under conditions designed to promote 
the free interchange of off-the-record views and ideas—that 
was the keynote of the 7th Annual Congress of the Fédération 
Internationale des Clubs de Publicité which ended here today. 
The four-day event brought together some 350 advertising 
club members from seven European countries—more than 
double the attendance at last year’s FICP Congress in Paris. 


Club News 


Manchester 


The public-speaking 
course goes on 


At a recenc meeting of the Man- 
chester Publicity Association the 
Council agreed to continue the 
public-speaking sessions under the 
direction of David W. Wick. As 
the attendance had been small in the 
past—due, it was thought, to the 
fact that members had _ to pay three 
guineas for the course—it was 
decided that the Association would 


partly subsidise the course in the- 


future. 


Regent 
Lectures during the 


winter months 


The lectures every Tuesday even 
ing at the Regent Advertising Club 
which commence next week are de- 
signed to provide essential back- 
ground knowledge for DAA 
students. Public-speaking classes 
every Thursday, and the creative 
group meetings, Monday evenings 
once a month, are for embryo 
speakers, writers and artists. 

Advertising men and women are 
invited to join these activities, and 
at the same time come along and 
enjoy the social side of the club 
The club restaurant is open at 
5.30 p.m. on these evenings. 


Bristol 
Newspaperman is new 


club president 


John B. Hunt has been elected 
president of the Bristol and West 
Publicity Club for the coming 
season. He began his newspaper 
career in Manchester and later 
moved to Bristol. He is the new 
advertising manager of the Bristol 
Evening World. 

A member of the Bristol and West 
Publicity Club for the past five 
years, he is also a member of the 
Incorporated Sales Managers’ Asso- 
ciation and of the American Asso- 
ciation of Newspaper Classified 
Advertising Managers. 

Negotiations have now been com- 
pleted with the Bristol Chamber of 
Commerce to run a series of classes 
on advertising at the College of 
Technology. Lecturers will be pro- 
vided jointly by the college and the 
club. 


The FICP, which today ip- 

cludes 32 member clubs, was 
founded in 1949, when the Pub- 
licity Clubs of Paris, Amsterdam 
and Brussels decided to form an 
International Federation to foster 
international understanding _be- 
tween advertising men on the 
social level.. 
_ The club movement in Europe 
is much more social in character 
than in Great Britain and the 
United States, and this is felt to 
have a stimulating effect on inter- 
course between the various 
sectors of the advertising profes- 
sion; ideas flow more freely in 
the informal atmosphere of club 
meetings than under the inhibit- 
ing, formal conditions of the con- 
ference room. 

Since its beginnings, the presi- 
dency of the FICP has been on a 
roster basis; this year it is the 
turn of Professor Dino dal 
Verme, who, as well as being 
president of the Turin Publicity 
Club, is director of the Centro 
Italiano Studi Pubblicita e Propa- 
ganda and of the magazine 
Attualita Pubblicitaria. 

Italy is a strong supporter of 
the club movement, with 
flourishing clubs in five major 
centres: Turin, Milan, Rome, 
Genoa and Bologna. These have 
recently been united in the 
Federazione Italiana dei Clubs 
della Pubblicita, whose president 
is Ignazio Weiss, advertising man- 
ager of Olivetti. 

Highlights of the programme 
laid on for delegates at the Turin 
Congress were visits to the 
Olivetti and Fiat factories, and 
a showing of advertising films 
from several European countries, 
including Great Britain. 

France’s André  Cuisinier, 
founder-president of the FICP, 
states that work is still going for- 
ward on the preparation of an 


International Directory of Adver- - 


tising Clubs, and he is particu- 
larly anxious to gain the support 
of American, Canadian and 
British clubs. 

Subscription rates are scaled 
according to the size of each 
club, on the basis of one Swiss 
franc (or equivalent) per mem- 
ber, with a minimum of 25 Swiss 
francs and a maximum of 300. 

Clubs interested are invited to 
write to André Cuisinier at the 
Club de la Publicité de Paris, 27 
bis, Avenue de Villiers, Paris 17e. 

-M. M. 


: 
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On the platform | 


On the platform at the FICP Congress: left to right, Prof. Dino dal Verme, 
president; Reginald Harris, and André Cuisinier, founder-president. 


The retiring chairman of the Liver- 

pool Publicity Association, George 

Fisher, installs Ronnie Berg, govern- 

ing director of Screenprints Ltd., as 
the new chairman. 


London 


Annual meeting and 
get-together 


The annual general meeting of 
the Publicity Club of London at 
which the annual report and 
accounts were adopted was held at 
the Waldorf Hotel on Monday. 
After the meeting a “get together’ 
was held. 


Ad Man’s Diary 
Tuesday, September 25 

REGENT ADVERTISING CLUB Educa- 
tional lecture by Pat Dolan, ‘‘The 
Challenge of an Advertising 
Career." 6.30 p.m 

INSTITUTE OF PUBLIC RELATIONS. 
Study session, Lex Hornsby. 6.30 
P - A. < 

Wed y. Sep bh 

REGENT GOLF CIRCLE. Autumn meet- 
ing, Mill Hill Golf Club 

NAGS Autumn meeting, Went- 
worth. 

Tharsday, September 27 

REGENT PUBLIC SPEAKING GROUP. 
First session. 6.30 p.m 

INSTITUTE OF PUBLIC RELATIONS. 
Film show, Pearl & Dean (Produc 
tion) Lid., 33 Dover Street, W.!. 
6 p.m 

BRISTOL AND WEST PUBLICITY CLUB. 
Social evening, Royal Hotel. 8-12. 
INSTITUTE OF PRACTITIONERS I[N 
ADVERTISING Discussion group. 
6.30 p.m 

Friday, September 28 

REGENT ADVERTISING CLUB, Tramps’ 
supper 7 p.m 

Saturday, September 29 

POPPINJAYS golf meeting. Laleham. 


“orn 


Press, radio 
ad figures 
for Eire 


Irish Press Cuttings Ltd., of 
London, will launch in the new 
year a service of advertising 
statistics relating to press and 
radio advertising in Eire. 

Two types of service will be 
available. The “A” service will 
provide subscribers with monthly 
reports of press advertising by 
the group of commodities in 
which they are interested.  In- 
cluded in each report will be a 
list of advertisers, showing total 
estimated expenditure for the 
month under review, and detailed 
analysis for each advertiser, 
showing media used, size of 
insertion, and estimated cost.. A 
service of “change of copy” ad- 
vertisements can also be included 

Groups already asked for, it is 
stated, include chocolate and 
confectionery, cigarettes and 
tobacco, cosmetics, dentifrice. 
and ladies hosiery. 

The “B” service will provide 
quarterly reports of radio adver 
tising in Eire, and will give details 
of the product, manufacturer, 
advertising agent, programme 
contractor, type of programme. 
number per week, and estimated 
cost 


First ‘Woman’ colour 


spread booked 


Hubert Oughton, chairman of 
W. S. Crawford Ltd., announced 
this week that his agency has 
booked the first of the Woman 
double-page spreads in colour, re- 
cently announced by Odhams. It 
will appear in an October issue 
for Kosset Carpets, a new product 
being launched. 


Midland film. show 


A TV Advertising Ltd. film 
show on Wednesday, October 3, 
at the Scala Theatre, Birming- 
ham, will be attended by leading 
Midland advertising agencies and 
manufacturers. 
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‘Most comprehensive ever’ international 


PR service formed 
CAMPBELL-JOHNSON LTD. TO BE 


LONDON 


REPRESENTATIVES 


The formation of a new public relations firm as part of an 
international network capable of serving clients in most parts 
of the free world has been announced this week. The new 
firm, Hill and Knowlton International NV, will have head- 
quarters in The Hague (The Netherlands) and offices in 


Dusseldorf (Germany). 


In addition, it will be aided by 
established PR firms in Great 
Britain, France, Belgium, Holland, 
Sweden, Australia, New Zealand, 
Canada, Mexico, and Central and 
South America. 

John W. Hill, chairman of Hill 
and Knowlton Inc., of New York, 
is chairman of the new company. 
Other directors are Edward W. 
Barrett, dean of the Graduate 
School of journalism at Colum- 
bia University; Alan Campbell- 
Johnson, chairman and managing 
director of Campbell-Johnson 
Ltd. in London; Richard W. 
Darrow, New York, executive 
vice-president of Hill and Knowl- 
ton, Inc.; Bert C. Goss, New 
York, president of Hill and 
Knowlton, Inc.; Frans E. Hol- 
lander, The Hague, of F. E. 
Hollander and Partners, public 
relations consultants and mem- 
ber of the board of the Inter- 
national Public Relations Asso- 
ciation ; and Carlisle MacDonald, 
formerly assistant to the chair- 
man and director of public 
relations of United States Steel 
Corporation, who will be the 
company’s senior consultant in 
Europe with headquarters in 
Paris. 

The general manager is Loet A. 
Velmans, of Holland, who for the 
past four years has been asso- 
ciated with Hill and Knowlton, 
Inc., in New York and abroad. 

In announcing formation of the 
new company, Mr. Hill said: 
“The needs of companies trading 
internationally are creating an in- 
creasingly vital role for the arts 
and skills of public relations in 
the field of international finance 
and industry. The requirement is 
for fact finding, planning and a 
wide range of public relations 
services and experience. 

“Some years ago, our firm par- 
ticipated in the establishment of 


‘3.000 self-service 


At an informal luncheon after 


the Self-Service Development 
Association’s annual. general 
meeting, the chairman, R. F. 


Rooke, of the Metal Box Co., 
said that within the last ten years, 
since self-service stores had 
begun operations in Britain, their 
number had grown to over 3,000. 

This he attributed partly to 
good display methods and also 
to the fact that the customers’ 


a network of associated indepen- 
dent firms in Western Europe. 
This network has now been ex- 
tended to other countries in 
Europe and to other continents.” 

In London, Mr. Campbell- 
Johnson said: 

“For some two years now my 
company has been working along- 
side Hill & Knowlton Inc., with- 
in a general association of inde- 
pendent consultants in various 
countries. 

“The formation of Hill & 
Knowlton International in no 
way affects the independence of 
our respective companies, but 
will enable the participants to 
extend the scope of their service 
through the most comprehensive 
international PR consulting cor- 
poration of its kind.” 


Summer County 


At the IPA Midland branch dinner {i to r.): Stewart Alexander, L. Graham 
Browne, honorary secretary of the branch, Sinclair Wood, honorary secre- 
tary of the IPA, G. A. Hoffman, chairman of the branch, and J. P. 


O'Connor, 


IPA director. 


Institute’s Midland branch dinner 


At the dinner of the Midland 
branch of the Institute of Prac- 
titioners in Advertising, held at 
the Gsand Hotel, Birmingham. 
last Friday, Sinclair Wood, 
honorary secretary of the Insti- 
tute, represented the president, 
who was unable to attend. He 
was accompanied by the director, 
J, P. O'Connor. 

Presiding was G. A. Hoffman, 
chairman of the Midland branch, 

After a speech of welcome to 
Mr. Sinclair Wood and Mr. 
O'Connor, the branch chairman 
spoke of the Institute’s progress, 
especially in the Midland branch 


takes third place 


among margarine brands 


British housewives are using 
proportionately more _ butter, 
compared with margarine, than 
they were 18 months ago. More 
are using it for cooking, and they 
are nearly twice as brand-con- 
scious. These trends in buying 
habits are revealed by the latest 
Daily Herald survey of the 
market for butter and margarine. 

The field work for this second 
of a series of reports was carried 
out in February and Marsch of 
this year, and comparisons are 
drawn with a similar survey car 
ried out in the last quarter of 
1954. 

In 1954, six months after the 
de-rationing of butter, less than 
three housewives in 10 could 
name the brand of butter last 
bought, but more than one-half 
of those interviewed 18 months 
later were able to do so. 

Summer County margarine— 


stores in Britain’ 


requirements were still the prime 
consideration. 

Shops were now being con- 
verted to self-service at the rate 
of 50 a month, 

Alan J. Sainsbury, the guest 
speaker, said that self-service was 
not a better method of retailing 
nor was it cheaper, but it was 
better for the shopper. It was 


not a substitute for, but a method 
of, selling. 


which came on to the market be 
tween the two surveys—has now 
taken third place among the 
brands last bought by the house- 
wives interviewed. 

Stork continues to lead the 
field, and was bought by 40 per 
cent of all housewives. But this 
figure represents a drop of 10 
per cent of total purchases com- 
pared with 1954, a percentage 
slightly exceeded by the propor- 
tion now buying Summer County. 

Echo (in second place) and 
CWS brands both show a slight 
increase on the 1954 figures. 


Larger buyers 

Findings for Daily Herald 
housewives are compared with 
those for others, and they emerge 
as slightly larger buyers of butter 
and margarine than the average 
other housewife. 

At a private luncheon to intro- 
duce the report given by John 
Rosswick, advertisement director 
of the Daily Herald, E. V. 
Roberts, of Van Den Berghs, said 
that the survey confirmed to a 
certain extent findings by his ewn 
research department. 

It would be an_ invaluable 
source of information, he said, 
but when comparing it with the 
last survey in 1954, it would be 
wise to take into consideration 
the seasonal differences when the 
two reports were prepared—a big 
factor in butter and margarine 
buying. 


area. 

In reply, Mr. Sinclair Wood 
detailed some of the advantages 
to provincial members of 
Institute membership and of 
special steps which are taken at 
44 Belgrave Square to ensure that 
the viewpoint of the agency out- 
side London was always present 
at its deliberations and in its 
decisions. 

The proceedings then developed 
into a question-and-answer quiz 
session during which the director 
gave the I[nstitute’s viewpoint on 
a number of subjects raised by 


members. 


Seven of this season's basic fashion 
colours will be co-ordinated with 
the appropriate accessories in a 


12-page section of October 
“Vogue —a “What to Wear with 
What’ issue. 

Six full-colour pages of Lurex adver- 
tising will appear in the issue. 

Total volume of advertising in Octo- 
ber's ‘Vogue’ will be 191 pages, 
a record this year. Forty-four are 
in full colour. 


New PR company 


Hodgkinson Partners Ltd.. a 
newly formed public relations 
company, has as_ directors: 
Colin Hodgkinson (chairman and 
managing director) and Malcom 
Lamb, both of whom have been 
with Conville Ltd. and F. J 
Lyons Ltd.; Paul Williams, MP; 
and Anthony Fell, MP, 


es 7 es 
ee 
ee 
7 

eee 
es \( )( || 
“eA \S 
, a 


ADVERTISER'S WEEKLY 8 SEPTEMBER 21, 1956 


a 
H. Berkeley Hollyer 


A, D. Davis Neville Kemp 


Wright 


J. G. Tesseyman G. W. 


J. Preston 


D. Trevill 


Malta post for ae 


H. B. Hollyer 


H. Berkeley Hollyer has accepted 
an offer of a two-year contract with 
the. Government of Malta as tourist 
development adviser. He will fly 
to Malta on Monday to take up his 
duties. He will be accompanied by 
his wife. He hopes to return jo 
London for periods of leave during 
his service. Mr. Hollyer was pub- 
licity officer to the Corporation of 
Torquay from 1931 until February 
this year. He is a fellow of the 
Incorporated Advertising Managers’ 
Association. 

* * * 


The AEI Lamp and Lighting Co 
have appointed B. J. Robinson to 
the post of regional publicity assis- 
tant for their Midland region. He 
will be concerned with all forms of 
publicity undertaken in the region 
He joined the company from J. A 


Phillips, the ‘cycle manufacturers, 
where he was assistant publicity 
manager. 

* * * 


Neville Kemp has joined Weather 
Oak Press Ltd. as sales manager. 
He comes from V. Siviter Smith & 
Co. Ltd., where he has served on the 
photographic and sales sides since 
the war. 


PR man to direct 
import/export firm 


R. E. Hudson has left his post as 
editorial director of Aims of Indus 
try Ltd. and has been appointed 
managing director of Kenneth G 
Hayes Ltd., import and export com- 
pany. Mr. Hudson joined Aims of 
Industry in 1946. He will take up 
his new post, which will include a 
certain amount of ‘public relations 
work, later this year. Early in 1957 
he plans to visit North America. 
New Zealand, South Africa and 
Scandinavia 

* * * 


G. W. Wright has been appointed 
Southern, Midland and Scottish 
group advertisement representative 
for Westminster Press Provincia! 
Newspapers Ltd. to take the place 
of G. A. Newling who, as announced 
last week, retired at the beginning 
of the month. Mr. Wright was 
formerly special representative for 
the Yorkshire Observer for the Mid- 
lands and North of England. 


G. Geoffrey 
manager for Caterpillar Tractor Co. 
Ltd., who joined the company in 


Deakin, marketing 


April this year, has flown to the 
parent company in Peoria, Illinois, 
for a three-months’ visit. He will 
work with the sales, sales promotion 
and sales development training 
supervisory personnel as well as 
attending their export sales confer- 
ences, which will take place during 
the whole of October. 
*x 


* 

A. D. Davis has been appointed 
Supervisor of Studies for the adver- 
tising courses at the College for the 
Distributive Trades, Charing Cross 
Road. This is a new post recently 
created by the LCC. Mr. Davis 
will be responsible for the general 
co-ordination of the advertising 
course. Mr. Davis is an account 
executive with Legget Nicholson & 
Partners Ltd., a council mem- 
ber of the Advertising Association, 
and a member of the education 
committee. He is also a past chair- 


man of the Society of Diploma 
Members of the Advertising Asso- 
ciation. 


At the International Design Con- 
gress, organised by the Council of 
Industrial Design, at the Victoria 
& Albert Museum and the Royal 
College of Art, last week, Walter 
Worboys, chairman of the ColD 
(right) talks with J. L. Beddington, 
a director of Colman, Prentis & 
Varley Ltd. 


Ralph Roney has been appointed 
advertisement manager of the Ocean 
Times series of Ships’ Newspapers, 
published by Associated Iliffe Press. 
For the past four years he has been 
assistant to Kenneth Tett, who was 
recently appointed managing direc- 
tor. Mr. Roney was a candidate in 
last year’s LCC elections. 


Publicity chief for 
Yorkshire ABC-TV 


Tom Bentley has been appointed 
press and publicity manager for 
ABC Television Ltd.'s Yorkshire 
station. Mr. Bentley joins ABC-TV 
from the Bradford advertising 
agency, Charles Walls & Partners 
Lid., where he has been public rela- 
tions officer and television executive 
for the last two years. Before this, 
he was public relations officer at 
Nevin D. Hirst (Advertising) Ltd.. 
and Tatersall Advertising Ltd. 

*x * *x 

ABC Television Ltd. have ap- 
pointed Derek Trevill as personal 
assistant to George A. Cooper, the 
advertisement controller of the com- 
pany. Mr. Trevill, who will work 
in ABC's television advertisement 
department in Wardour Street, will 
be directly responsible to Mr. 
Cooper on all matters relating to 
general administration. Mr. Trevill 
was formerly with the Daily Mirror 
as an advertisement representative. 
Previously he had worked for 
Northcliffe Newspapers and F. John 
Roe Ltd. 


* am * 
P. R. Gilbert has been appointed 
assistant public relations officer 


with the English Electric group of 
companies. Mr. Gilbert joined the 
company to work on aviation pub- 
licity in 1954. Previously he was 
assistant publicity manager with the 


Regent Oil Co. for four years. 
‘ * * 


* 

John F. Preston, chairman and 
managing director of Ripley. Pres- 
ton & Co., Ltd., left London for 
Canada on Sunday. He will visit 
Montreal and Toronto, and then go 
on to Pittsburgh, Washington, 
Philadelphia and New York. He 
will return on October 17. 


L. Worsnop. is 
retiring 


L. Worsnop, who has been for 30) 
years advertisement representative in 
Manchester and the North for the 
Western Mail, the South Wales 
Echo, and the Cardiff & South 
Wales Times, will be retiring at the 
end of this month from Kemsley 
Newspapers Ltd. G. Leeming, of 
Kemsley House, Manchester, who is 
the advertisement representative for 
the Kemsley group in the North- 
West, will in future include the 
representation of these papers with 
the rest of the Kemsley group. 

* - * 


Ferranti Ltd. have appointed J. G. 
Tesseyman as radio and television 
publicity manager. From 1946 to 
1951 he represented the radio and 
television sales department of Fer- 
ranti Ltd. in the North of England. 
Scotland and Northern Ireland. In 
1951 he took over Ferranti radio 
and television advertising and now 
is confirmed as responsible for all 
publicity in this connection. 

* * * 

R. E. Donovan, formerly with the 
Municipal Journal as a senior adver- 
tisement representative, has joined 
the advertisement department of the 
F. J. Parsons Ltd. group of publi- 
cations. He will be mainly con- 
cerned with the weekly Contractors’ 
Record and Municipal Engineering, 
and the overseas publication, Con- 
tractors’ Record and Public Works 
Engineer. 

* * . 

Edgar Longman, who for the past 
five years has been designing 
Rotairs for the Miles Griffin Co.. 
has formed his own firm, Edgar 
Longman (Designs) Ltd. In addi- 
tion to this medium, he intends to 
develop the press, poster, and ex- 
hibition sides of his organisation. 


OBITUARY 
W. H. Caldicott 


William Hargrave Caldicott, who 
has died at the age of 70, was senior 
partner and manager of W. H. and 
C. H. Caldicott, proprietors of the 
Scunthorpe and Frodingham Staw 
and the Gainsborough Evening 
News. He entered into the manage- 
ment of the Gainsborough paper 
which had been established by his 
grandfather over 100 years ago. He 
conducted the Scunthorpe Star with 
his brother from 1927 onwards. 
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ATV want to co-operate with advertisers 
on merchandising 


PAT HENRY COMMENTS 


OVERALL TIE-Ur5 


ON NEED FOR 
WITH RETAILERS 


Patrick Henry, sales director of Associated TeleVision, 
hopes that in time advertisers will work with ATV in merchan- 


dising their commercials. 


Looking back over the first year of commercial television. 
he told ADVERTISER’S WEEKLY this week: 


“If I may criticise our clients 
on this occasion of our first anni 
versary, | would say that all too 
few of them seem to be aware of 
the imporiance of tying-up their 
television commercials with an 


overall merchandising plan to 
dealers and consumers 
“At ATV we already have a 


section, within the sales depart 


ment, studying methods in which 
we can help advertisers in this 
way.” 

ATV also planned to provide 


the fullest possible information to 
advertisers about the types of 
people who made up the audi- 
ences. Already, he said, commer- 
cial television was more closely 


TV drive by 
cleaners 


Members of the Incorporated 
Association of London and 
Southern Dyers and Cleaners who 
are in the London television area 
have subscribed towards the ex 
perimental advertising campaign 
now being conducted on commer- 
cial TV. 

It has been running since the 
end of August and will end on 
October 1, when the Association, 
who are constituent members of 
the National Federation of Dyers 
and leaners, will consider 
whether to continue the cam- 
paign, using other media. 

A new symbol with the words 
“dry cleaning is good for 
clothing’ has been designed. 
Agents are Kingscott Ltd. 


IAMA members visit 
TV show 


Members of the Midlands 
branch of the Incorporated Ad- 
vertising Managers’ Association 
visited the Television Theatre, 
Aston, to see the “Hit the Limit” 
programme being televised 
Afterwards they were conducted 
backstage, where various equip- 
ment was explained and its opera- 
tion watched. An outside broad- 
cast van was also inspected. 


analysed by the research experts 
than any other medium. 

“Although we already have 

more precise _research—and 

pay heavily towards it, too- 
than any other medium in the 
country,” he said, “it is be- 
cause we believe in giving full 
information to our clients that 
we will do everything possible 
to help them choose—intelli- 
gently and definitely—the type 
of audiences they wish to 
reach.” 

Claiming that commercial tele: 
vision sold goods more effectively 
than any other advertising 
medium, Mr. Henry said that 
ATV now had a rate card in 
which “the cost of advertising to 
any given audience is related as 
accurately as possible either to 
the proven, or to the anticipated, 
size of that audience.” 

He commented: “Off-peak 
periods, advertising value-wise. 
can be even more economical on 
this rate card than peak times. 

“This we have proved, and thus 
abundantly demonstrated the in- 
accuracy of those newspapers 
who—presumably in self-defence 
against this vital new advertising 
medium—have endeavoured to 
persuade advertisers that televi- 
sion was only for the rich adver- 
tiser who has £1,000 a minute to 
spend.” 

On the subject of networking 

Mr. Henry said that ATV had 

already had discussions with 

other contractors on the possi- 
bility of an advertiser booking 

a commercial which would be 

simultaneously transmitted in a 

network programme through- 

out the country. 


4-5 p.m. network 


“In view of the success of the 
network’s afternoon pro- 
grammes,” the programme con 
tractors have decided that from 
Monday of this week all pro- 
grammes between 4 and 5 p.m., 
Monday to Friday, will continue 
to be transmitted over the whole 
network. 

All advertisements in these pro- 
grammes will be _ transmitted 


with 


Sastol Seblielly 
ees. 


IPA, Equity agree 


The Institute of Practioners in 
Advertising and British Actors’ 
Equity Association have signed 
an agreement establishing terms 
for artists appearing in TV live 
commercials. 

Artists will receive a rehearsal fee 
of not less than two guineas for 
each day on which they are 
required to rehearse, and a 
transmission fee of not less 
than seven guineas for each 
commercial in which they take 
part. They will also receive 
use fees for transmissions 
of a telerecording of the 
commercial. 


on live spot fees 


Other matters covered by the 
agreement include times of pay- 
ment, travelling expenses, the 
settlement of disputes, and cases 
where an advertiser wishes to 
restrict an artist appearing in 
commercials. 

The full text of the agreement is 
published in a booklet “Regula- 
tions for the Employment of 
Performers in Television Live 
Commercials.” Copies of these 
Regulations and of the asso- 
ciated Form of Engagement can 
be obtained from the IPA or 
Equity headquarters, at Is. and 
4d. respectively. 


Pyrex 
designed by 
dgency Lid. It displays 


display stand has 

Stuart Advertising 

some oj 

the most recent additions to the 
Pyrex range. 


This new 
been 


Hat committee formed 


European hat manufacturers 
have set up a representative com- 
mittee to collate information 
concerning collective hat pub 
licity schemes which are now 
operating in a number of 
countries, including Britain. 
Methods of raising money, and 
details of advertising pro 
grammes, will be reported upon. 
Reports will be studied at a meet 
ing in Paris later this year. 


shows to continue 


simultaneously on the entire net 


work, and the following network 
rates will apply: 60-second spot, 
£325; 30-second spot, £227; 15- 


second spot, £146; and 5-second 
short advertisements, £30. 

As before, all time will be 
booked and invoiced through the 
sales department of Associated 
TeleVision Ltd. to assist adver 
tisers. 


Sprineon 


Nielsen Index 
to review TV’s 
first year 


At the end of commercial TV's 


first year the Nielsen Television 
Index is to publish a general 
evicw of TV audience data. It 
will take the form of a booklet 
summarising the udience de- 
velopments, _ trenc television 
viewing habits and programme 
prelerences It Ww | ” called 
Measurir gl L and is row await 
ng the “final returns before 


going to press 

The tables and charts which it 
will contain will include facts 
and figures relating to the S2nd 
and final week of the year 


Progressive growth 


Say NTI: “Its contents will 
include progressive figures show 


ing the growth of ITV set owner 
ship at intervals throughout the 
year, broken down by area; 
evaluations of ITV set-owning 
families in terms of social class, 
income, size of family, etc.: 


trends in the number of hours of 
daily set use and viewing to ITV 
as compared with BBC; a listing 
of those programmes’ which 
attained the maximum number 
of appearances in Nielsen “Top 
Ten’ ratings during the year; the 
audiences reached by commer 
cial announcements: and other 
useful figures of interest and 
value to advertisers and their 
agencies.” 

Pending completion of the full 
year’s figures data for the first 11 
months is obtainable from the 
client service department of 
Nielsen Television Index 

It is planned to send copies of 
the completed booklet to a 
“representative list’ of television 
advertising executives. 


10 Portman Mews South, 


Wel (MAYfair 6867) 


as direct 
as direct mail 


can be 
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What viewers think of McCann Commercials 


....is best expressed in terms of sales 
effectiveness. 
In every case in which products of McCann- 
Erickson clients have appeared on British 
commercial television, the results in increased 
sales and brand awareness have been dramatic. 
The experience behind this record of success, 
together with the knowledge gained in the 


preparation of more than £30,000,000 worth 
of TV commercials per year in the U.8.A. 
and eight other countries, is available to all 
advertisers seeking an agency equipped to 
handle their television advertising. 


McCANN-ERICKSON ADVERTISING LTD 


Brettenham House, Lancaster Place, London, W.C.2 
Temple Bar 6600 


Pe 11 eC 
= 
\ 
‘ ee 
y/ y 
3 Th (iM. wes 
LDN’ 
Z 5" ee? Mare, NS S 
dae i 
7 mig SS “i 
Ath | at ry Sa. 
bo” = £ - 
NM wo ee Hephhii. ‘ : — 2 
- v \ a ew J ie , 
WO, ee EN 
gee Vee Ge 
| 8 ne es ket aS. a | 
| 6" ‘4h. b> MS / bee 
fe he 
~~ ) Vie a a a > 
| ‘eae, *- §3 “ | 
ee 
ae ee 


ADVERTISER’S WEEKLY 


SOW WEY 


ITV GAINS 
SUPPORT 


Today (Friday) the Incorporated 
Society of British Advertisers 
is holding a conference on com- 
mercial television. Some 600 
delegates — including adver- 
tisers, agents and programme 
executives—are gathering to- 
gether to analyse the first 
year’s operation. 

“There is no doubt,” says Clifford 
J. Harrison, president of ISBA, 
“that the views expressed at 
this conference will be forth- 
right and be of the greatest 
value to the manufacturers who 
desire to make television an 
increasingly efficient medium 
for marketing their goods.” 


Spending more 


And what do manufacturers think 
of this new medium? The 
reply can be seen plainly in 
the Appropriations Trends 
Survey on the following pages 
in this issue. 

Notice there the range of impor- 
tant consumer-product adver- 
tisers who are going to spend 
more money on this medium in 
1957. 

And see also the comments of a 
cross-section of London’s most 
influential agency executives— 
one of whom believes that TV 
may account for as much as 50 
per cent of consumer advertis- 
ing in two years from now. 


Getting results 


It is as yet too early to measure 
the full extent of commercial 
television’s impact on _ the 
minds and buying habits of the 
public. But, as is being clearly 
demonstrated by the increased 
support it is gaining from 
advertisers, this exciting new 
medium is getting results. 

Only the most ecstatic enthusiast 
would be rash enough to fore- 
cast that television will soon 
supplant press advertising as 
the premier selling force. It 
has not done so in America ; 
there is no reason to suppose 
that it will here. 

But those who, at any mention of 
the medium, have adopted the 
attitude of an ostrich should 
think again. They would be 
well advised to pull their heads 
out of the sand and take a long 
hard look. 

For that powerful and persuasive 
salesman known as commercial 
television i is here to stay. 
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Are ure too many students chasing 
too few courses? 


[N no field of advertising’s 

domestic affairs have greater 
strides been made since the war 
than in education. 


Thanks to whole-hearted co- 
operation between the Advertis- 
ing Association and the Institute 
of Practitioners in Advertising, 
the Advertising Joint Interme- 
diate Education Board is now 
well under way ; a university has 
set up a chair for the study of 
market research in advertising ; 
and the long-dreamed-of College 
of Advertising is now the target 
at which the most influential have 
set their sights. 

Another sign of the times was 
seen this week: a council mem- 
ber of the AA, A. D. Davis, an 
ad man from a leading agency, is 
now co-ordinating the activities 
of the College of Distributive 
Trades’ lecturers responsible for 
the advertising course. 

All this means progress; but 
somewhere along the way minor 
snags have to be negotiated, and 
irritating little difficulties ironed 
out. 

News of one such “snag” has 
come this week from would-be 
student A. R. Lousada. He 
writes : 

“There seem to be quite in- 
sufficient facilities at the various 
London colleges for accommodat- 
ing all the prospective students 
for the advertising examinations. 

“T endeavoured to enrol at one 
of the colleges on the first pos- 
sible day. We waited in a 
crowded room, where no attempt 
was made to alleviate the chaos, 
for three hours before being told 
that all the classes were full. 

“It is not unreasonable to 
expect this college to be capable 
of organising an orderly queue 

had this been done the long 
delay, the chaos and the prevail- 
ing sense of injustice could have 
been avoided.” 

What do the AA say about 
that? 

“We expected between 100 to 
200 at the College of Distributive 
Trades, and arrangements were 
made to cater for that number. 
Over 400 turned up. 

“This year three more London 
colleges have added advertising 
courses to their curricula—Clap- 
ham, Catford and Ealing. We 
earnestly suggest that students try 
a little farther afield if they can- 
not get in at their first choice of 
college. 

“In the meantime we are doing 


‘* Er—what previous experi- 
ence did the new visualiser 


say he had had?”’ 


all we can to relieve the pressure. 
More colleges are to be ap- 
proached, and more courses for 
teachers will be held.” 

Fair enough, Mr. Lousada? 


COMPLAINT (1) 


HE scene: a Newcastle 
. cinema. The programme: 
“The Long Arm” and “The Edge 
of Hell.” In the interval a Berk- 
shire Stockings filmlet was shown. 
Writes G. J. E. Rhodes: “Who 
on earth chose a voice for the 
commentary that sounded like a 
budding dictator (with an 
American accent) haranguing 
his followers—bringing derisive 
laughter from the audience at the 
conclusion. 
“How are such blunders made? 


Travelling the country one sees 
examples of this kind occur very 
frequently. Do too many adver- 
tising men live in a world of their 
own? It would seem so.” 


COMPLAINT (2) 


N Sunday most national 

papers carried a large adver- 
tisement for Ronson Shavers. The 
illustration showed a hand hold- 
ing a near-white plastic and metal 
foil about which the copy 
eulogised. 

Nearly a month before Ronson 
had written to correspondent 
G. Beedle “regretting that the 
near-white plastic and metal foil 
is no longer manufactured.” 

“So I am unable,” says Mr. 
Beedle, “to see the point of the 
illustration. The answer to the 
riddle is that the plastic and metal 
foils are now made in black only 
—but I expect no one mentioned 
this to the agents.” 


SURPRISE, SURPRISE ! 


T is inevitable that some time 
or other the result of survey 
will completely take the re- 
searchers by surprise. One such 
result was recorded recently when 
Daphne Padell, in the TV maga- 
zine, “It's a Woman’s World.” 
produced by TV Advertising Ltd., 
invited viewers to vote whether 
husbands or wives should make 
the early morning tea. 

The answer was—neither. In- 
stead, many of the thousands of 
viewers who responded thought 
they should have a tea-making 
machine to do it for them. So 
L. G, Hawkins & Co., Ltd, made 
a special award of a Hawkins 
Tecal tea-maker, for which lots 
were drawn among the week’s 
prize-winners. 


TOMORROW'S TOPICS 


@S. Presbury & Co. Ltd. are to 
open a new studio “right in the 
heart of London” next month. 


@ A new range of mattresses con- 
taining springs of different 
strengths to suit individual 
weights will be on the market 
shortly. A campaign is being 
prepared. 


@A large-scale campaign will 
start soon for a new washing 
machine. 


@ Heavy consumer advertising is 
expected for a tie-up between 
two firms making carpeting 
and curtain materials, who will 
offer complimentary ranges of 
designs and colours. 


@A new high-class bakery pro- 
duct is to be marketed soon 
with full advertising backing. 
National distribution will fol- 
low a launching campaign in 
the London area. 


@A British firm is to market a 
new type of watch, which will 
be heavily advertised in the 
new year. 


® Members of the IPA are to be 
urged to press over 1,400 trade 
and technical journals which 
do not publish ABC figures to 
join the Bureau. A leaflet is 
to be sent to publishers. 
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in the Cimema Presburys produce all 
types of advertising films—in live action, cartoon or 
puppetry. Their distribution service includes many of 
the leading * independents °. 


on the TV screen Presburys have 
created some of the most original and exciting ‘ com- 
mercials’ for this new advertising medium. Many 
leading advertisers and agents have now handed over 


their TV problems to Presburys. 


consult 


.... for preference 


Member of the Screen Advertising Association and of the Association of Specialised Film Producers. 


S. PRESBURY & CO. LTD., 
Head Office : Gloucester House, 19, Charing Cross Rd, London, W.C.2. Tel: WHitehall 3601. Studios : 
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Opinion 
on Appropriations 


Opinion on appropriations is finally reflected in the advertiser’s choice of media. 
Below we print a list of some of the household names which have appeared in 
Kemsley regional newspapers since the beginning of 1956. The surest way to build 
and maintain a household name is through regional press advertising, the medium 
nearest to point-of-sale. Forimpact and influence on the buying public and retailer 
in five vital markets — the North-East, the North-West, Wales, South Yorkshire & 
the North Midlands and North Scotland— Kemsley regional newspapers will con- 
tinue to warrant a high priority on national advertising schedules. 


TOILET AND BEAUTY Addis, Amami, Bristow's Lanolin, Brylcreem, Cadum, Colgate, Gillette, Knight's Castile, Maz 
Factor, Mentasol, Revion, Snowfire, Toni, White Rain, Wisdom, Yardley 

FASHION AND FABRICS Alligator, Austin Reed, Berketer, Brevitt, British Celanese, British Nylon Spinners, Burton, 
C & A Modes, Courtaulds, Dannimac, Dereta, Hector Powe, Horne Bros., Jackson the Tailor, Jaeger, Jantzen, Manfield, 
Marksand Spencer, Marshall &Snelgrove,Norvic, Paton and Baldwin, Richard Shops, Sylko, Terulene, Tootal, Wetherall. 
LINGERIE AND STOCKINGS Ballito, Berlei, Chilprufe, Erquisite Form, Flexees, Kayser Bondor, Lyle & Scott, 
Plaza, Twilfit, Vayle. 

BEVERAGES Bev, Bovril, Britvic, Brooke Bond, Jaffajuice, Lucozade, Lyon's Tea, Nescafe, Ovaltine, Payne's Tea, 
Ribena, Rowntrees, Schweppes, Sunfresh 

TOBACCO & CONFECTIONERY Capstan, Churchmans No!1, Craven A, Cremona Toffee, Du Maurier, Duncan, Fry’s, 
Kensitas, Mackintosh’s, Palm Toffee, Park Drive, Payne's Poppets, Philip Morris, Players, Ronson, Rowntrees, 
Senior Service, Sharp's, Time, Van Houten, Wrigley 

FOOD & GROCERIES Armour, Batchelor’s, Bird's Eye, Bisto, Brand's Pastes, Brown & Polson's, Cadbury's Biscuits, 
Champion's Vinegar, Cow & Gate, Creamola, Danish Butter, Daren Bread, Eros Margarine, Farrow’s Peas, Fyffe’s, 
Gray Dunn, Harris Bacon, Heinz, Hovis, H. P. Sauce, Kellogg's, Kraft, Libby's, Macdonalds, Macdougall's, Mac 
Fisheries, Magic Margarine, Marsh & Barter, Mary Baker Cake Mixes, Maypole Dairies, National Milk Publicity, New 
Zealand Meat, Royal Fillings, Sara Salt, Shredded Wheat, Sifta Salt, Smediey's, Summer County Margarine, Sunbrite 
Margarine, Swift’s Cheese, Tyne Brand, Unoz, Wall’s Ices & Sausages, Weston’s Biscuits. 

HOUSEHOLD AND FURNISHINGS Allied /ronfounders, Acme Wringers, Daz, Fairy, Gas Council, International 
Paints, Kiwi Polish, Lister Fabrics, Mothaks, Omo, Orydol, Pedigree Prams, Persil, Radiation Cookers, Revelation 
Suitcases, Rinso, Sherwood's Paints, Slumberland, Sunlight, Surf, Tide, Times Furnishing, Vim, Vono, Wedgwood, 
Witney Blankets. 

MOTORS AND ACCESSORIES Austin, Avon Tyres, Castrol, Dunlop, Esso, Ford, K. L. G. Plugs, Lanchester, Land 
Rover, Michelin, Mobiloil, National Benzole, Oldham Batteries, Regent, Shell, Standard 

RADIO AND ELECTRICAL Bush, Cossor, Electrolur, Ferguson, Ferranti, Hoover, Kelvinator, Masteradio, Mazda, 
Morphy Richards, Osram, Pam, Parnall & Thor, Philco, Philips, Radio Rentals, Remington Shaver, Royal Ediswan. 


THE NORTH WEST SOUTH YORKSHIRE & NORTH MIDLANDS 
Evening Chronicle (Manchester) Sheffield Telegraph, The Star (Sheffield) 
Northern Daily Telegraph (Blackburn) 
Lancashire & Cheshire Weekly Newspapers WALES 
Western Mail, South Wales Echo (Cardiff) 
THE NORTH EAST Cardiff & South Wales Times 
The Sunday Sun (Newcastle) 
Newcastle Journal NORTH SCOTLAND 
Evening Chronicle (Newcastle) The Press and Journal ( Aberdeen) 
Evening Gazette (Middlesbrough) Evening Express, Weekly Journal (Aberdeen) 


For circulation breakdown data, area marketing facts and figures, details of split-1un facilities 
and any other information please contact 
R. B. Smallpage, General Advertisement Manager, Kemsley House, London WC1 (Terminus 1234) 


Kemsley regional newspapers 
SERVING VITAL MARKETS 
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ADVERTISER'S WEEKLY 


UP AGAIN! 


-.. that’s the overall forecast for 
budgets in 1957. But the agency 
chiefs are not so optimistic... 


CONSUMER GOODS WILL 


SHOW 10% 


RISE 


STRANGE fact emerges from the publicity spending 


survey conducted by 


“Advertiser's Weekly” 


among 


selected advertisers and advertising agents during the past 
month. The advertisers appear to be planning to increase 
their appropriations by an average of about 10 per cent. But 
the agency chiefs generally believe that advertising budgets 
have more or less reached a peak—and some forecast even a 
slight drop in expenditure for 1957. 


But on one thing both are 
agreed: commercial television will 
retain its present share of appro- 


priations— and may possibly 
increase this to the detriment of 
revenue rises in other media. 
notably the national and local 


press, posters, radio and films. 
The picture thrown up is this 
on average, some 15 per cent of 
a wide range of consumer-pro- 
duct budgets will be spent on TV. 
While larger appropriations will 
this to some extent, it 
is likely that certain other media 
will experience a slight drop. 
There is no indication of a 
large-scale export advertising 
drive—although a number of 
advertisers are planning to in- 
crease their spending in this field 
by from five to 10 per cent. And 


cover 


Overseas enterprise 


Says one enterprising shirt- 
maker: “Last year our export 
advertising was nil. But this year 
we are having our merchandise 
made abroad under licence—and 
we intend to spend the bulk of 
the royalties in advertising with 
our licensees.” 


in one or two exceptional cases 
as much as 30 to 50 per cent more 
will be spent on boosting sales 
abroad 

Here are some examples of ad- 
vertisers’ spending plans in the 
months ahead: 

A dietetic foods firm have de- 
cided to use TV for the first time. 
They will spend 20 per cent on 
this medium, boosting their total 
appropriation by about 10 per 
cent to partly cover it. A slight 
reduction in national press and 
exhibition expenditure will take 
place 

Appropriations for clocks and 
watches vary considerably. One 


company will spend 30 per cent 
less, of which reduction 20- per 
cent will be on the home market 


Their TV advertising, which they 
say will not affect other media, 
will be around 10 per cent. An 
other concern in the same field 
intends to up spending by be- 
tween 10 and 15 per cent; with 
between 20 and 25 per cent of the 
total budget going to TV. Here 
the national press, particularly 
the Sundays, will get less. 


One manufacturing and retail 
chemist is planning an all-out 
sales drive. Publicity spending 
will go up by 100 per cent. Most 
of this will go to provincial week- 
lies and evenings. 

Some of the chocolate and 
sweets firms are to spend more 
at increases ranging from five to 
16 per cent. One of these in- 
tends to spend 20 per cent of its 
allocation on TV, but the press’s 
share will not be reduced. 

Small increases are forecast in 
the beer and soft drinks field. One 
is to spend more on TV—23 per 
cent of total budget—with less 
spending on posters. Another is 
increasing its appropriation by 10 
per cent and will spend more 
abroad. 

Some petrol and oil companies 
are reducing expenditure—one by 
as much as 20 per cent. . 


A shirt-maker who has not vet 
decided whether to use TV is 
boosting his appropriation by 25 
per cent. He is spending more in 
the national press and on point- 
of-sale material. 

A milk products firm are to 
undertake a big exports drive. 
They are going to spend consider- 
ably more abroad, most of the 
total going to press advertising 
in sterling area. But they make 
the point that in some territories 
press ad rates have increased un- 
reasonably and_ they intend. 
therefore, to spend more on radio 
and screen advertising. Another 
company in the same field is also 
spending more abroad: about 20 


per cent. Total appropriation 
for home and export will be 
upped five per cent: with a 


scheduled 20 per cent of total 
budget going to TV at the ex- 
pense of radio and films 

In the no-change category are 
some insurance companies, shoe 
and furniture polish firms and 
car-accessory manufacturers. 


A baking powder and canned 
foods firm is also levelling off ex- 
penditure, but has decided to put 
more emphasis on point-of-sale 
material. 


A large fruit-squash concern 
which is not increasing total bud- 
get, has decided to spend 13 per 


@ Continued on page 16 


‘Biggest-spending’ 
products 


On what kinds of product or 
service is the bulk of the extra 
money likely to be spent next 
vear? The survey, from ad- 
vertisers’ reports, indicates the 
following 


@ hasic foodstuffs 

@ beverages. 

@ chocolates and sweets 
®@ clothing 

®@ footwear 

®@ household equipment 
@ motor vehicles 


@ soaps and detergents 


‘SUBSTANTIAL RISE IN 
PRESS REVENUES’ 


says JESSE SCOTT of ‘Statistical Review of Press Advertising’ 


SKED once again 
to venture an 
opinion on the pros- 
pects for advertising 
in the coming year | 
am faced with the 
usual imponderables. 
At the moment there 
are clouds on the in- 
ternational horizon; at 
home we are passing 
through a period of 
industrial and econo- 
mic adjustment; the 
credit squeeze policy with its 
subtle effects is still in being. 
Things move so quickly that 
any prediction can be falsified 
almost overnight. 

The past year has not been 
trouble-free and yet the in- 
crease in advertising turnover 
which I foresaw a year ago has 
happened. Our records to 
June this year show an increase 
of at least £6 million in press 
expenditure compared with the 
same period of 1955. In addi- 
tion in the same period, some 
£5,350,000 was found for TV 
advertising, against nothing at 
all this time last year. 

I am therefore optimistic about 
the future. The value of the 
gross national product is rising, 


and virtually full employment 
continues. In general the con- 
tents of pay-packets increases, 


and an effort is being made to 
stabilise retail prices, at least for 
atime. The demand for a rising 
standard of comfort, and a per- 
haps more luxurious enjoyment 
of leisure will not disappear. 

All this involves the supply of 
goods and services -which | will 
increasingly call for advertising. 


Jesse Scott 


I am impressed also 
by the growing expen- 
diture on institutional 
and informative adver- 
tising—the publicising 
of the products of one 
industry to another 
and to the consumer. 

Rapid developments 
are taking place in the 
field of industrial 
chemistry, electronics, 
nucleonics and what 
is loosely called auto- 
mation. The new _ techniques 
call for new skills—and more and 
more money is being spent on 
advertising by industrialists to 
attract workers by brain and 
hand to acquire these new skills. 

Again the volume of advertis- 
ing in Britain by Commonwealth 


and Colonial countries—as well 
as by European countries—of 
their products and __ services 


steadily grows. 

The press is in a position to 
cater for a greater volume of 
advertising—and much of the 
new money will go in that 
direction. I therefore expect a 
fairly substantial increase ip 
press revenues. On the TV 
side the situation is still fiuid— 
there are still teething troubles 
—but undoubtedly advertisers 
are keenly interested in the 
possibilities of this medium. 
The opening of new trans- 
mitters will widen the field— 
and, if only for this reason, the 
volume of advertising will 
grow. 

I am confident that the ad- 
vertising industry has before it 
another vear of progress and 
expanding turnover. 
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APPROPRIATIONS TRENDS SURVEY 


THE ADVERTISING CEILING HAS 
NOT YET BEEN REACHED 


A FURTHER INCREASE WILL TAKE PLACE IN 1957 


Says ‘ADVERTISER’S WEEKLY’ MARKET RESEARCH TEAM 


re a recent article in ADVERTISER'S WEEKLY (August 31, 1956), com- 


ment was made on the need for reappraisal by media 


owners and 


advertisers in the light of swiftly changing conditions. 


On the one hand there has 
been a steady increase, of recent 
years, in the volume of advertis- 
ing, influenced, of course, by the 
general inflationary tendencies. 
But on the other hand there is 
now an easily recognised move- 
ment into a buyers’ market which 
—as distinct from earlier post- 
war years, when expenditure was 
conditioned by space and other 
restrictions—has now reached the 
stage when buyers can exercise 
much greater discretion in the 
selection of media. 


Nevertheless, figures suggest 
that the ceiling for advertising 
volume has by no means been 
reached. The ratio of advertis- 
ing expenditure to the national 
income still remains substan- 
tially below the average pre-war 
figure. This ratio is estimated 
to have been about 2.2 per cent 
in 1938; in 1950 it was about 
14 per cent, and the most 
recent estimates suggest that it 
is now of the order of 1.75 per 
cent. 


The total of advertising expen- 
diture in 1955 is estimated by 
some sources at £292.9 million, 
as compared with an estimated 
figure of £259.5 million in 1954. 
Indeed, with certain variations 
there has been a steady annua! 
rise since the war, and estimates 
for 1956 place the figure for this 
year substantially in excess of 
£300 million. It seems reasonable 
to expect that a further increase 
will take place in 1957. 


THE TV PICTURE 


What is the situation that is 
likely to affect media selection in 
the coming year? Of total adver- 
tising expenditure press advertis- 
ing has for some time been 
absorbing more than half, and the 
most recent figures available sug- 
gest that spending on the press 
has continued to increase. The 
most recent issue of the Statistical 
Review of Press Advertising 
shows that expenditure on press 
advertising reflected an increase 
of 16.85 per cent in the second 
quarter of this year by compari- 
son with the corresponding 
quarter of 1955, and a rise of 
12.5 per cent during the first six 
months of this year compared 
with the same period last year. 

Last year some sources esti- 
mated that expenditure on the 


television medium would reach 
£20 million in 1956, but since 
then rate changes have taken 
place and bonus schemes intro- 
duced, and the figure for 1956 
is more likely to be in the region 
of £10 million. 


If the expenditure on TV 
advertising doubles next year, 
and assuming that total adver- 
tising expenditure approaches 
£350 million, television’s share 
of the total will be no more 
than 5.7 per cent. In spite of 
the phenomenal progress of the 
new medium, therefore, it is 
unlikely that next year it will 
have a marked effect on other 
media, although the television 
budgets of individual adver- 
tisers may be particularly high. 
But the threat is merely pend- 
ing ; it is far from evaporating. 


WILL ADS COST MORE? 


Will it cost more to advertise 
in 1957? It is interesting to note 
that current estimates in the 
United States suggest that for 
nine leading media it costs on 
average 5 per cent more to adver- 
tise in 1956 than in 1955, and 
that next year costs will be up a 
further 6 per cent. Will a similar 
situation be reproduced in this 
country? 


Finally, in the light of 


current trends, it seems reason- 
able to expect that in 1957 


@ continued from page !|5 


advertising expenditure on 
newspapers will continue to 
increase ; that expenditure on 
magazines, the cinema and 

rs will show relatively 
ittle total change; and that 
spending on television advertis- 
ing will grow, but that its share 
of the total expenditure at this 
relatively early stage is unlikely 
to affect appropriations for 
other media significantly, 
although it may affect some of 
the smaller elements in other 
media which already are finding 
it hard to make ends meet. 


CONSUMERS SPEND MORE 


Broad indications such as these, 
however, must inevitably be con- 
ditioned by the economic climate 
of the country during the coming 
year. In this context, the contri- 
bution of Dr. Mark Abrams to 
the Times Review of Industry 
this month is of topical interest, 
particularly because of its refer- 
ence to conditions since the credit 
squeeze became operative. 


It indicates that in the first half 
of 1956 consumers’ expenditure 
increased by 6 per cent compared 
with the first half of 1955, but 
that, since the prices of consumer 
goods and services also increased 
by 6 per cent, real consumption 
was no higher than it was in 1955. 
This marked the first time since 
1952 that real consumption had 
failed to rise in the correspond- 
ing periods. Nevertheless, con- 
sumers’ money incomes at this 


Advertisers report. . 


cent on TV—with resulting loss 
to press and poster media. 

In the cosmetics field slight in- 
creases are reported, with more 
being spent on TV. One firm 
whose total budget is to be upped 
10 per cent, is to spend 15 per 
cent on TV. And its home ex- 
penditure is being cut to allow a 
31 per cent increase in export 
Sterling-area advertising. 

Some motor vehicle manufac- 
turers are spending more abroad. 
One has decided to use more daily 
papers (taking half-page spaces) 
in all markets except. the 
Americas to enable it to link 
its advertising and products with 


the distributors in the countries 
concerned. 


Another firm going out for in- 
creased exports is in the vitamins 
field. It plans to boost over- 
seas advertising by 30 per cent— 
and in certain areas to use cinema 
films in preference to the press; 
but the bulk of the money will be 
spent in the latter medium. 


More money is to be spent on 
refrigerator advertising. One com- 
pany has decided to use TV for 
the first time—spending 12} per 
cent of its budget on _ this 
medium. This will be partially 
covered by the increase, but 


AFTER LIP-SERVICE: 
THE AWAKENING 


@ / find a great personal interest 
in studying how advertising is 
forcing itself upon the attention 
of certain product groups that 
have for years only paid it lip- 
service. In such groups—for 
example, men’s wear—there 
are usually a large number of 
advertisers, very few of whom 
spend enough money to make a 
real impression. But every 
year, in one or more of these 
groups, we see a company 
which puts its faith in adver- 
tising—and reaps the benefit. 
Then its competitors wake up 
and follow suit.®8—AGENCY 
CHAIRMAN. 


stage of 1956 were well above the 
1955 level. At the end of June 
the employed working popula- 
tion was 100,000 larger than in 
June, 1955, and wage rates over 
the same period were up by 7 
per cent. 


FAVOURABLE BALANCE 


We must not lose sight of the 
fact, however, that it is in the 
second half of the year when the 
strain on reserves is greatest. 
Nevertheless, the end of the year 
should see, as a result of the im- 
provement in invisible items, a 
favourable balance. The ques- 
tion then poses itself whether the 
improvement will be large enough 
to justify any relaxation of the 
present policy of credit restric- 
tion, restrictions on hire purchase 
trading, and the higher levels of 
purchase tax. 


slightly less will be spent with the 
London evenings. 

A fountain pen company will 
increase its appropriation by 10 
per cent. Other companies in the 
same field report slight increases. 
Much of their advertising will be 
concentrated in national dailies 
and periodicals. 

One of the largest liqueur manu- 
facturers is increasing both home 
and overseas budgets by about 
five per cent. Its advertising in 
the dollar area will take 60 per 
cent of export budget. 

More money is to be spent on 
business and financial media says 
one aircraft company which is 
also to spend more of its total 
budget on export advertising. But, 
like many other advertisers, it 
does not intend to reduce expen- 
diture in trade and technical pub- 
lications in the home market. 
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APPROPRIATIONS TRENDS SURVEY 


‘WE’°VE REACHED THE PEAK,’ SAY AGENTS 
‘BUT TV WILL GET MORE’ 


M ANY of the agency chiefs in London believe a peak has 
been reached in advertising expenditure—and some 


think a slight drop may be experienced in 1957. 


That’s the 


conclusion from a study of their independent forecasts. But 
the TV picture appears rosy. For the consensus of opinion 
is that commercial television expenditure will rise—with 
various other media suffering in consequence. These quota- 
tions from agency directors tell the story: 


SOME SECTIONS 
WILL SUFFER 


@ My Guess is that increased 
expenditure. on television will 
absorb at least as much as the 
total increase—which may very 
well mean that established media 
will not suffer greatly. There 
will, however, be a great deal of 
shuffling around and it seems 
highly probable that some sec- 
tions will come off less well than 
others. I would say poster con- 
tractors, local press and cinema 
exhibitors in TV areas are most 
likely to suffer. 

In addition, I think it possible 
that the advent of TV may alter 
the thinking of many advertisers 
in relation to their overall buying 
policy. 

TV is showing advertisers the 
results you can get from real im- 
pact on a comparatively limited 
number of people: in. other 
words it is teaching us that cover- 
age alone may be less important 
than some people thought it was. 

This could very easily lead to 
a switch from big circulation 
papers bought for the sake of 
coverage to heavier expenditure 
in more “selective” papers. 

I think that around 10 per cent 
of appropriations will be spent on 
television. 


CREDIT SQUEEZE 
TO BLAME? 


@ WILL THE rise continue? No. 
The country cannot be under the 
credit squeeze with a deliberate 
depression of home trading and 
at the same time enjoy a 
continuance of expansion in 
advertising. This is a generality. 
Certain groups such as food stuffs 
may well spend more—at any 
rate in the early part of the year. 
But by 1957 it is likely that the 
credit restrictions now merely 
embarrassing companies in the 
capital field, will have made quite 
substantial alterations in the con- 
dition of the consuming public. 
and some drop in the sale of 
“minor luxury” goods is likely. 


HARDER SELLING 


AHEAD 
@IN THE consumer market the 
client is getting less and less 


interested in prestige advertising 
and wants to sell harder. In this 
way the glossies and high-class 


women’s fashion papers are giv- 
ing way to extra spaces in the 


more popular bigger - sale 
women’s papers and national 
newspapers. 


TV: 50 PER CENT 
IN TWO YEARS? 


@IN MY view advertising ex- 
penditure is unlikely to rise 
appreciably in 1957. Industry as 
a whole is at the moment suffer- 
ing a recession which, although 
at present slight, will nevertheless 
be reflected in advertising appro- 
priations. In fact, in my. view, 
a number of appropriations will 
be reduced. 

On average I consider that the 
percentage of advertising expen- 
diture spent on TV is likely to 
rise from the present level to 
something like 25 to 30 per cent 
by the end of next year. Il 
share the view of a number of 
major agencies that with in- 


creased reception areas, as much 
as 50 per cent will be spent on 
this medium in two years’ time. 


SAME FIGURE 
AS BEFORE 


@ So PAR as our Own consumer 
clients are concerned, the picture 
for 1957 is that most appropria- 
tions are round about the same 
figure as for 1956. One or two 
are increasing and one or two 
are decreasing—but the general 
picture would appear to be static. 
As regards television, most of our 
clients are proceeding cautiously 
with this medium and on average 
about 10 per cent of their total 
appropriation is going into it. 
This 10 per cent is being spent 
at the expense of other media 
and is not an additional expendi- 
ture. 


LESS FOR POSTERS 
AND MAGAZINES 


@i vtTHINK the advertising ex- 
penditure rise will stop now, or 
continue only at a very minor 
rate of increase. There will be 


some small redistribution of 
budgets in favour of large 
national papers and television, 


and to the disadvantage of lesser 
magazines and posters. I would 
assume that the 1957 TV expendi- 
ture will be around 15 to 20 
million eceapeliaeska 74 per 


Say the agencies 


@®TV shopping guide pro- 
grammes will be used more for 
launching new products—par- 
ticularly those which require 
demonstration. 


@ More money will be spent 
on trade and technical press 
advertising. 


@ Poster contractors, local 
press and cinema _ exhibitors 
in TV areas will suffer next 
year. 


® Greater use will be made of 
premium offers, coupons, etc. 


@ Now that the standard of 
film exhibition is improving 
abroad, increased use will be 
made of the medium for 
export advertising. 


cent and 10 per cent of agency 
expenditure. 

@ AS THE overall expenditure will 
not increase it is evident that 
media other than TV are going 
to suffer. In particular | am 
afraid that local newspapers will 
be affected and also general news- 
type magazines. Women’s jour 
nals will also be affected in a 
lesser degree, but I do not think 
there will be any reductio& in 
trade and technical press adver 
tising. 


EXPORT ADVERTISING: AS SEEN THROUGH AGENCY EYES 


Some will have to spend more abroad 


DVERTISING agencies 
realise the need for greater 
exports—and wish to make an 
effective contribution in that 
direction. If they had their way 
the export marketing effort would 
be greatly increased. But many 
are experiencing difficulties in 
gaining the full co-operation of 
their advertisers. Why is this so? 
Says the managing director of 
one leading London advertising 
agency: “While the promise of a 
wholesome home market remains, 
come snow or credit squeeze, the 
majority of British manufacturers 
will sink more and more into 
cultivating that market rather 
than look for markets abroad. 
Whether or not this is the road 
to commercial suicide is a purely 
academic consideration at the 
moment.” 

In other words: if the manu- 
facturer can sell easily at home 
why take on the much tougher 
job of szlling abroad ? 

It’s an understandable reaction 
—for the unpredictable hazards of 
selling overseas with its attendant 
problems of quotas denied, 
licences cancelled, heavy shipping 
costs and capital tied up in ware- 


houses and holds all naturally 

prompt the manufacturer to look 

to the manageable home market 
first. 

And this is reflected in the 
statements from agency execu- 
tives: 
®@ Despite the fact that an all-out 

effort should be made to sell 

more abroad there does not 

appear to be any indication that 

advertisers are making any 

extra effort to secure larger ex- 
ort orders, 

® Our clients, at the moment, are 
not going after increased export 
trade while order books for the 
home market are full. 

@I see no grounds for believing 
that a really big new sweep in 
export marketing is about to 
take place—a drive which 
ought to take place if this 
country is ever to get its 
balance of payments straight. 
Such statements from advertis- 

ing men are not altogether unex- 

pected: they have been saying the 
same thing for some years past. 

But this year there is a new 
note in some of the agency 
executives’ remarks. The sugges- 
tion that, in the not distant 
future, some manufacturers will 


have to spend more on overseas 
advertising and marketing pro- 
motion. The reason: reduced 
sales at home. 

Says a chairman of one London 
agency: 

@1I believe that by early 1957 
the several contractions in the 
home market, brought about 
by the credit squeeze and other 
considerations, are likely to 
force manufacturers to take 
export work more seriously. 

From another comes this: 

®@ Manufacturers of such items 

as motor cars and various 

other exportable consumer 
durables—for which the British 
market will be less attractive— 

will, I think, have to make a 

much bigger overseas effort. 

The export picture, as seen 
through the eyes of agency men. 
is not, of course, the whole story. 
For many manufacturers have 
their own special overseas adver- 
tising and marketing set-ups. 

But there does seem to be one 
definite trend: those manufac- 
turers whose sales are affected by 
Governmental action to dis- 
courage increased spending at 
home will spend more on adver- 
tising their products abroad. 
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OW can advertising service be 
advertised? Or to put it another way, 


what makes a new advertiser select this 
agent or that? What makes an exper- 
ienced manufacturer change from one 
agent to another? There cannot be one 
answer because there is more than one 
concept of service ; and no two advertisers 


have quite the same. 


Most of our clients were attracted to 
us by the work we had done for other 
clients.%& One firm gave us their adver- 
tising solely because, from a casual per- 
sonal contact, they were convinced we 
could be trusted—trusted to market 
their products successfully with the 
minimum of supervision, to them the 
most valuable attribute of a good agent. 
Another believed that we had a 
better understanding of the provincial 
mind. 


On the other hand we have lost two 
clients for no better reason than they 


Longleys 


thought themselves too big to be served 
by an agency outside London, though in 
fact their billings were. less than the 
several “six-figure” national advertisers 


we have satisfied for years. 


Successful as we are among the sev- 
eral first-class medium-sized agencies in 
the country, we naturally wish to expand 
the number of our clients, for our ability 
to do so is well within the capacity of our 
growing personnel. Would our service 
recommend itself to you? That is some- 
thing we could not possibly tell you 
without knowing the problems with 
which you are faced. All we can say is 
that we are serving a number of very 
successful and prominent companies in 
widely different fields who like our 
work and will tell you so—that we wish 
to do the same for others equally pro- 
gressive and co-operative—and that this 
advertisement seems to us the most 
straightforward way of saying so. 


Hoffmensa 


YORK HOUSE GREAT CHARLES STREET 


Limited 


BIRMINGHAM + 3 + Telephone: Central 3031 (4 


Ariel Motor Cycles 
Atco Motor Mowers 


Bayliss Wiley & Co., Ltd. 
Big Tree Burgundy 
Birmingham Post & Mail — 
Benton & Stone “‘Enots” Products 
Blue Bird Toffees 

Brooks Cycle Saddles 

Bintex Latex Foam Mattresses 
British Cycle & Motor Cycle 
Industries Assoc. Ltd. 


Crawford's Biscuits & Shortbread 


Cincinnati Milling Machines 

Cannon Cookers & Gas Fires 
Davy and United Engineering 
Express Dairy Company Ltd. 


Great Universal Stores Group (part) 
Greenlees ‘‘Easiephit”’ Footwear 
India Tyres 


McKechnie Brothers Ltd. 
“Meddocream” Ice Cream 
Midland Employers’ 
Mutual Assurance 
Miller Dynamo Lighting Equipment 
Morris Marine Engines 
Neptric Vacuum Cleaners 
Nuffield Universal Tractors 
Opex Brushes 
Perry Chain Company Ltd, 
Permoglaze Finishes 
Penfold Golf Balls 


Phillips Cycles 


Ruston-Bucyrus Excavators 
Serck Radiators 

Tan-Sad Baby Carriages 
Universal Sewing Machines 
West Bromwich Building Society 
West Midlands Gas Board 


Wolseley Cars 


lines) + Telegrams: “Longleys, Birmingham’ 


ADVERTISER’S WEEKLY 
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SENSA TIONZ 
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ADVERTISER’S WEEKLY 


WORLD SCOOP 


JOHN BULL 


secures first sertalisation of the 
great new novel by 


“MONS 


This week JOHN BULL launches its Autumn Programme 
with the first world serialisation of THE TRIBE THAT 
LOST ITS HEAD—a powerful new novel by the author 
of THE CRUEL SEA—Nicholas Monsarrat. 

This world scoop is another example of how JOHN 
BULL maintains its tradition of bringing to its more 
than 4,000,000 readers the world’s finest new books 


as serials, illustrated in colourgravure and monotone. 


The excellence of this policy is confirmed by the 
literary success of books which first appeared as serials 
in JOHN BULL — invariably they have become best 
sellers; many have been filmed. 

It is this outstanding entertainment value, found every 
week in JOHN BULL, that has achieved the highest 
A.B.C. weekly net sale (1,098,811), and the highest 
readership of all general colourgravure weeklies. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96 LONG ACRE, W.C.2 
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YOUNG man well known 

to me is about to begin 
his career. He knows a lot 
about the rules of writing as 
taught in the schools. 

He knows when to use “that” 
or “which,” the difference be- 
tween “may” and “might,” 
“egoist” and “egotist,” “euphem- 
ism” and “euphuism” (and the 
use of these forms of writing); 
he employs the subjunctive “be” 
and “were” and its third person 
verbal singular form with cor- 
rectness. 

He would not put down a 
comma were one not necessary 
or use a semi-colon when a colon 
is required. He knows when to 
use a dash, dashes, parenthesis 
and is aware when to begin a 
fresh sentence. He has a large 
vocabulary and can analyse and 
parse any kind of sentence. Yet 
he will never (I fancy) be a 
writer, though he could well go 
into advertising now, 15 though 
he is, and put to shame many 
of the copywriters earning a fat 
living there. 

For he lacks the precious 
gift of imagination in writing 
and that is a writer's priceless 
possession. Bi 
You may say that advertising 

copywriting does not need 
imagination. But how wrong 
you would be. Even the non- 
creative copywriter, the person 
who works well from a detailed 
brief and poorly from an inade- 
quate briefing, needs to use 
imagination in his choice of 


SOUTH EASTERN & 


GAZETTE 


Is there anything more important 
in today’s advertisements than 


copy? And with the passage of time has 


the quality declined ? 


What it takes to. be 
a copywriter 


words, in his sentence construc- 
tion, in his approach. 

He also needs much else be- 
sides. I am confounded by the 
number of copywriters I meet 
who do not know their own 
language and can spin words but 
not a cohesive net of sentences. 
A musician spends his formative 
years mastering the theory, prac- 
tice and technique of music. 
Architects learn to live 12- 
fingered, with set-square and 
pencil as extra digits. Painters 
sweat and starve. Doctors study 
for five and more years before 


_ being allowed to practise. Even 


a bootmaker would not mend 
shoes unless he had been trained 
to save soles. 


OBSERVER | 


| 
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Yet the copywriter writes with- 
out knowing the rules of his craft 
and, without any real preliminary 
striving, apparently gets away 
with his ignorance without arous- 
ing mistrust or apprehension. 


Good luck to him, you say? 
Surely, you may add, if a man 
has a flair for writing, nothing 
else matters. A flair for writing 
is a wonderful gift, but it is not 
enough. Writing needs to be 
worked at, without let up, for it 
can never truly be mastered. 


Change of phraseology 


A living language is mobile, 
elastic. Phrases that were wrong 
10 years ago are now acceptable. 
Even the Masters disagree (I refer 
you to Partridge, Fowler and 
Sonnenschein on whether one of 
them is or are is or are correct 
usage or abusage). The good 
copywriter should be aware when 
the Masters disagree and why and 
what about. Language is his 
business and must be his vital 
interest. 

We have often seen in the 
letter columns of ADVERTISER’S 
WEEKLY a great to-do about 
copywriting in advertising and it 
is obvious that there are still 
those who maintain the myth that 
copywriting can be as bad as it 
often is so long as it sells. When 
was good copy ever poor selling 
copy? When did the dash in the 
right place, the full stop after the 
right word, the comma rightly 
curled, the verb in its correct 
tense ever make copy less power- 
fully a selling medium? This 
furore that always arises when 
copy is criticised, this inverted 
agitation to leave copy well alone 
while it sells, is nothing less than 
the beating of the big drum of 
inferiority. 


Colons and commas 


All those who are conscious 
that they could never analyse or 
Parse a_ sentence accurately, 
could never say why a colon 
should be preferred to a comma, 
could never tell you when to use 
be and when are, immediately 
rush to defend their profession 
from attack. 


The corniest crack, the 
silliest shibboleth in advertising 
is me one that says copy is fine 
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By RALPH L. FINN 


so long as it sells. Nothing 

could be more absurd. 

One could produce 1,000 
pieces of copy that sell but 
which, if corrected here and 
there, would read more under- 
standably and would therefore 
appeal to just so many more; 
which, by the alteration of per- 
haps a single word, would mean 
what they want to say instead of 
being elliptical in context. So 


The author of this article was 
a copy chief at the age of 27. He 
has written 29 novels and is now 
copywriting with Legget Nichol- 
son & Partners Ltd. 


often you can read copy that is 
ambiguous simply because it is 
incorrect and that, were it 
righted, would undoubtedly ex- 
tend its appeal. How then can 
these inferiority complex-ridden 
defenders of copy justify their 
continued ungrammatical, ellip- 
tical, ambiguous copy? 


The selling argument 


Myth number one that must be 
ended for all time is the one that 
says “Good copy is copy that 
sells,” as if that were inexorably 
axiomatic, brooking of no argu- 
ment. Let it be made clear to 
these worshippers of a false god 
that “Better copy sells better and 
the best copy sells best of all.” 

There are other current myths 
that advertising trots out when- 
ever it is disturbed. The one, for 
instance, about a good novelist 
not necessarily making a good 
copywriter. And why should he 
any more than a good dustman 
should? 

But the good novelist starts 
with a great advantage .. . the 
creative blessing of imagina- 
tion. Presumably, too, he 
knows the rules of writing 
(although some of our most 
famous writers do _ not, 
apparently, know them any 
better than copywriters do) and 
presumably he should be able 
to harness his skill and talent 
to the concoction of selling 
advertisements. 

But just as a good copywriter 
does not necessarily make a good 
novelist (and most copywriters 


@ Continued on page 24 
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The 31st International Cycle and Motorcycle Show, London 
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November 8 November 15 
Press Date, October 31 Press Date, November 7 
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Planning next year’s 
advertising budget? 


Consider the importance of free advertising sites right in the shop 
itself. Redfern Advertising Rubber Mats are point-of-sale reminders 
that are always on display because they are welcomed by retailers as 
part of the shop furnishings. Colourful, permanent and hardwearing, 
these mats can incorporate any trade name, mark or slogan in a wide 
variety of colours. They have been used by experienced advertisers for 
a quarter of a century—put them to work in your retail outlets! 


DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


Write for folder amusingly illustrated by EMETT. It 
gives complete details and examples in colour of these 
permanent point-of-sale reminders. Perhaps they could 
help to solve your sales problem. 
NATIONAL ADVERTISERS’ DIVISION, 
REDFERN’S RUBBER WORKS LIMITED, HYDE, CHESHIRE 


Arthur Upton Service 
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_ Copywriters—their place 
in today’s advertising 


would be utterly incapable of 
working to length and not from 
a brief) so the good novelist need 
not make a good copywriter. All 
the same he does have an inspired 
and tremendous advantage. 

Let there be no mistake about 
that. 

If I were running an agency 
and | could choose between those 
who had been paid by newspapers 
and publishers for the work they 
had created and those who had 
never sold a line, I know whom I 
would choose. 

If canny editors will pay a man 
because they know he commands 
the attention of their readers 
(even with a tripe effort) then that 
man must be seriously considered 
capable of attracting reader jn- 
terest whatever he writes, for he 
begins with the immeasurable 
advantage of being able to com- 
mand interest and payment for 
his writing. 

Give me 10 mediocre paid pro- 
fessional writers and I will show 
you 10 potential good copy- 
writers. Give me 10 first-class 


| copywriters and | may not be able 


to show you even one potential 
paid professional writer. 

Copywriting has deteriorated 
over the years. Too many young 
men are drifting into copywriting 
because they wrote good com- 
positions at school or because, 
like 99 in every 100, they con- 
sider themselves good letter 
writers. Time was when copy 
was a form of writing that was 
superior to journalism and many 
efforts of authorship. Time was 
when, in addition to copywriting 
being a profession, it was also a 
craft. Time was when the copy- 
writer was the most important 
person in the agency—as, indeed, 
he still is in most American 
agencies. 

Today any brash executive, 
any glorified messenger boy or 
yes-man_ dignifying himself 
with the title of executive, con- 


siders himself superior to the 

copy boys. And it is the copy- 

writers themselves who are to 
blame for this. 

They, too, are merely glorified 
pen-pushers who have debased 
the worthwhileness of their call- 
ing by their own shortcomings. 
For, besides being knowledge- 
able in his own language, the 
copywriter must be a person of 
wide education and experience, 
high intelligence and sound 
judgment. 

Copywriting should not be the 
first resort of the callow and 
uneducated. 


Time of endurance 


Copy in British advertising is, 
at the moment, going through a 
testing time during which it is 
being hard hit by a barrage of 
“News” and “Nows” and “At 
lasts’ and through which the 
man of words and vision and 
understanding is being ousted by 
the cheapjack little what-makes- 
Sammy-run smart aleck writer 
who has gimmicks but no guile. 
And the possession of an adver- 
tising diploma is certainly no 
guide—and no help—to the good 
copywriter. 

In some agencies, where the 
managing director, his  vice- 
chairman, his art director and his 
board are men of vision, where 
creative men (be they artists or 
writers) are valued, control of the 
written word is trusted only to 
those who have proved them- 
selves in the hard school of 
understanding and _ experience. 
But in other agencies, I fear, 
copywriting has become a syno- 
nym for getting it down as fast 
and as slipshodly as you know 
how. 

No one, they think, will know 
the difference. 

It is rather 


surprising how 
many do know. 


This beach scene display for BEA has been designed by W. Szomanski 


and gives facts about the “All-In” holidays fare scheme which runs 


from October to March. 
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Seavy 


IN THIS 
HEAVY INDUSTRY 
AREA 


The County of Durham has nearly 400,000 wage 


earners, employed for the most part in heavy 


industry. Substantial wage increases have come 


their way since the war and the county is now 


a potential market of great importance. 


THE DURHAM COUNTY ADVERTISER SERIES 


of local weekly newspapers circulates as much in 


the main centres of industrial activity as in the 


prosperous agricultural areas round them. They 


bring local news into the family circle of over 


50,000 homes, and enjoy a long life, a thorough 


readership and a great reputation in the county. 


Advertisers can be certain of reaching a reward- 


ing market by taking space in the Durham County 


Advertiser Series. These newspapers provide an 


ideal medium for a ‘‘heavying-up’’ campaign. 


| ~~ 


COMPRISING 
DURHAM COUNTY ADVERTISER 
DURHAM CHRONICLE 
STANLEY NEWS, CONSETT CHRONICLE 
AUCKLAND CHRONICLE 


TOTAL A.B.C. 52,058 
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New posters 


show off 


BEA scope 


[HE double royal poster is 
an integral part of airline 
advertising. It casts an aura of 
glamour upon travel by air and 
fulfils the dual purpose of pro- 
viding a constant reminder at 
the point of sale and a colour- 
ful background for the travel 
agency itself. 


The British European Airways 
annually introduce a series of 
posters designed to illustrate the 
wide scope of the organisation's 
activities. Among the names of 
the artists commissioned to pro- 
duce this year’s programme can 
be found those of Abram Games, 
Sherborne, Robert Scanlan, John 
Minton and Arpad Elfer. Each 
has made a characteristic design. 


Unity, in the sense of a com- 
mon association with BEA, has 
been achieved by the use of a 
simple formula in which the 
words “Fly BEA” appear in an 
identical position at the top left- 
hand corner of each poster, fol- 
lowed by details of destinations 
in appropriate, not standardised, 
type. This has proved remark- 
ably effective, particularly when 
a number of double royal posters 
of the new series have been exhi- 
bited together. 


For show abroad 


The posters are designed not 
only for use in the United King- 
dom but also for use by overseas 
travel agents to promote inward 
traffic by BEA. Hence the poster 
by Sherborne which is evocative 
of London and all it has to offer 
to the tourist. The poster of the 
young skiers has been reproduced 
from an Ektachrome made by 
Arpad Elfer (the art director of 
Colman, Prentis & Varley Ltd.) 
at St. Moritz early this year. 
Elfer found his models on the ski 
slopes—but it was two days 
before he eventually found the 
shot he wanted. 

The design for the BEA freight 
poster by Abram Games is an 
excellent example of the work of 
this artist. It has now become 
a symbol for BEA freight adver- 
tising (it was the 180th published 
poster designed by Games) and, 
along with a poster “Fly BEA on 
Business,” appeared at the recent 
AGI exhibition at the Suffolk 
Galleries. 


Attractive poster frames in 
natural oak are provided by 
BEA for the display of the 
double royal posters in travel 
agencies and BEA offices. This 
ensures that they are seen at their 
best. 
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Arpad Elfer waited a long time 
picture—but it 
worth it. 


for this was 


This grasping plane by Abram 
Games is now a symbol of BEA 
freight advertisements. 


evokes the 


Sherborne 
spirit of London. 


R. R. 
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To Media Managers who find 


Direct Mail unmanageable 


| rr DS Fly ge -2 a 


The advantages of Direct Mail are tempting. Certain 
contact with your market, a more personal approach, 
room to state your case with ease. The snag is finding 
time to plan it all yourself. 

Don’t try. Call in BIA . . . at the start. BIA will plan 
your whole campaign and give you the most 
comprehensive, up-to-date coverage of your market. 
In a BIA campaign every single shot strikes home. 


The first step is to ask your secretary to send for a copy of our “Mailway” Catalogue 
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AD MAN’S BOOKSHELF 


All aspects of modern publicity are surveyed 
in the latest edition of an important annual 


UK printing criticised in 
world survey of ads 


VERY student of advertis- 

ing art, especially those 
who practise it, would be well 
advised to study the latest 
edition (published today) of a 
famous annual — Modern 
Publicity. 

For within its 180 pages is to 
be found a selection of interna- 
tional commercial art second to 
none. Posters, press advertising, 
direct mail, letter-heads, show- 
cards, packaging, wine labeis, 
trade marks, record sleeves—illus- 
trated examples of all these are 
shown in detail. And, in each 
case, they represent the pick of 
the finest work produced 
throughout the world. 

Published by the Studio Pub- 
lications (price 42s.) this famous 
volume more than lives up to the 
high standard set by its predeces- 
sors 


® PRI 


One of the most interesting 
aspects of this book is the 
editor’s foreword; for here, Frank 
A. Mercer examines the year’s 
work—and gives his own frank 
and highly revealing comments. 

He pulls no punches. This is 
what he has to say about one 
aspect of British printing: 

“Though many British firms 
pay close attention to typo- 
graphic and paper qualities, 
there are a number of impor- 
tant undertakings whose annual 
accounts, printed on poor 
paper, with little or no atten- 
tion to typography, are any- 
thing but a good advertisement 
for the house. Some of these 
concerns go to great trouble 
and expense to ensure a high 
standard in all forms of direct 
advertising, and accounts of 
this kind are an anti-climax. 

“What an opportunity is 


missed by Unilever, who have 
an efciting story of adven- 
ture, experiment and achieve- 
ment to tell in their annual 
report and accounts. Imagina- 
tive use of typography, illustra- 
tion and colour could trans- 
form a formidable statement of 
facts and figures into some- 
thing which would not only be 
satisfying to the shareholder, 
but help his understanding and 
arouse the interest and pride of 
labour. 


First rate examples 


“It is only necessary to study 
the Shell ‘Survey of Activities 
1955,’ with its rich use of 
colour photography, coloured 
graphs, etc., or the Dunlop 
group accounts for 1955, and 
those of the British Aluminium 
Company, both printed ir two 


This most attractive showcard is reproduced by the courtesy of British Celanese Ltd., it | 
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colours and much less lavish in 

cost but equally well done, to 

see how much more could be 
achieved in this direction by 
many companies.” 

And what are his impressions 
of the relative merits of the work 
he has received from all parts of 
the world? 

“Germany,” he says, “relies 
strongly on the factual approach 
. . . Switzerland, too, leans in 
this direction. But in Britain 
there is much more use of 
human interest, humour and 
whimsy.” 


National styles fading 


However, he observes that 
national characteristics are giving 
place to an international style, 
and that many of the specimens 
could quite well have been pro- 
duced in any one of a dozen dif- 
ferent countries. Says Mercer: 

“How true it is that art is 

a universal language when 


United States, French artists for 
Great Britain, and _ British 
artists are given commissions 
by overseas countries, as is 
seen in this volume.” 

How do the countries of the 
world compare in the field of 
printing and reproduction? 

“Switzerland,” he says, “con- 
tinues to give evidence of high 
ideals and standards; Germany 
and Japan show in their publicity 
that they are determined to re- 


@ Continued on page 30 
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was screen-printed by Priestleys in translucent and opaque colours in eight printings. 


ESTLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER. TELEPHONE: 22281-4. 22 BUCKINGHAM STREET, LONDON, W.C.2. 


TELEPHONE: TRA 4277-8. VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. TELEPHONE: BLA 3851. 


70 CAROLINE STREET, BIRMINGHAM 3. TELEPHONE: MID 0528. AND AT CARDIFF AND CHELTENHAM. 
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Have you had your copy? 


Ts booklet is based on a recent research specially carried out by Market Information Services, Ltd., 24 Brook’s 

Mews, London, W.1, for Tillotsons Newspapers Ltd. In addition, many more marketing statistics have been 
compiled from local official sources. This booklet is a ‘ Must’ for every advertiser who sells or wishes to sell 
his goods in the important highly-populated and industrial area of South East Lancashire. 


Do you know that 
91% of the adult population of Bolton read the Bolton 7°. of the household will have bought new curtains this 
Evening News ? summer ? 
86°, of the daily circulation of 86,409 copies are delivered : 
by newsagents ? There are 10,752 houses in Worsley ? 


63°, of the population of the whole of the circulation area 
had a holiday in 1955, and 44°, of these people went away 
in July ? f inf 

. . j les of the type of information contained 
Wenen in this area spent an average of {9-7-0 fora ¢ a , = ~ gag a , 


If you have not received a copy, please write for one to the Advertisement Manager. 


ss ° There are 147 Grocers and Dairymen in Farnworth ? 


ae 
_ o i . . EMO 
x 7 : Yd — ow 
3 QF < sae 
; e  B ect cel x 
ob a \ oo” Space Buyet 
~ i iii sue 4 re 
a -~ i - tis ly L i ae Accommecutive 
eS ae nate as. 
oe ys bee a a : w Ki 3 R Managet 
BE , 4 r ae 
“a Bi , i Rr ia a / . aie. 
‘ a -—. . vee, 4 To bea be — Bs. . 
; 4 "| J % . ” i i. L : a - + a. x 
: 4 ‘ts ey = | ng ie 
: se: -” ; a na 4 % . : “% ’ PHews = 
BP. bel @ Bolton Cvenng “ 
“© a se - oe : Di & ae ie 
; ; —— 7 x Ss - yeadersii: ais 
oe Sno. — iS 3 A > = re . 
' =< o ee @ ar fs A 3 
a a - srr >, — — Pad a , _ eerie? * a : 
a = Som on ee F ‘ ; wh a ae ae, a= os 
“ yao" ach» : P i: ee cae SNe ae 
eae =. he a Eee Re”. Bee 
" ee © ae oa, ae S* a, ie =e 7: 
: pi ge > paeae 
aa: 
| 
e 
eee 
| 7s Saw] : fa = & ~& ’ . . : g rt, é 
TILLOTSONS NEWSPAPERS LIMIT 
32 Rs poe : 3 Ss ee ‘: i 4 a + a aoe as wi 3 ea... Se 
; ~ Nia “ng cagigewme Ai e.: lige. an a. se 
: be kes = . 5 Be fa ‘ae; ; 4 - : a an q a 7 


ADVERTISER’S WEEKLY 


A show stand that builds 


in under three hours 


A! the Fuel Efficiency 
Exhibition, which opens 
at Olympia on October 2, 
Ronald Trist and Co., Ltd., of 
Bath Road, Slough, will use a 
mobile double-decker exhibi- 
tion stand, believed to be the 
first of its kind. On the stand 
will be the latest developments 


Liner 


* vr ey 
4 a Trey be, 


of electronic smoke-detecting 
equipment. 

The unit is roughly positioned 
on site and, when set up, is 
capable of accommodating about 
12 persons downstairs and as 
many as 20 on the top deck. The 
building and dismantling time is 
between two and three hours for 
each operation. 


This shows the mobile exhibition stand of Ronald Trist & Co., Ltd., 


when built. 
at Olympia on October 2). 


It will be seen at the Fuel Efficiency Exhibition (opens 
How the stand looks when packed can 


be seen on page 32. 


30 


The centre ground floor pro- 
vides an area of about 12 feet 
by 11 feet, and has a large bench- 
type seat, fitted at the back be- 
neath an overall wall mirror. 
Tubular heating is fitted, and 
runs the full length of the 
bench-type seat. At one end of 
the lounge there is an office fitted 
with a_ fold-away typewriter, 
tape-recording machine, and 
some 80 trays for sales literature. 

The telephone cannot be per- 
manently fitted, but the office is 
wired so that the instrument can 
be plugged in and connection 
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made from outside. There is also 
a small electric heater, extraction 
fan, and storage accommodation. 
Between the office and the recep- 
tion lounge is a small recess for 
hats and coats. An electric clock 
is fitted above the entrance to the 
office. 

At the other end of the unit 
there is a fully equipped kitchen. 
A bar is incorporated, with 
draught beer on tap and a smal! 
lift provided for service to the 
upper deck. A fitted radio is 
controlled from this section, and 

@ Continued on pag: 32 


REVIEW OF PUBLICITY—continued 


gain their respective places in the 
world of trade. It is particularly 
interesting to note how Japan is 
studying the methods of the 
Western world and profiting 
from their adaptation to Japanese 
use. Japanese advertising artists 
are keen, intelligent and imagi- 
native, and more will be heard 
and seen of them in the future. 
. . . Sweden has this year sub- 
mitted a more impressive collec- 
tion of specimens; Finland, Hol- 
land and Denmark maintain 
their status; Spain shows new 
development and a larger per- 
centage of talented work; the 
United States and Canada pro- 
vide much evidence of lively 
enthusiasm, wide understanding 
of advertising technique, and a 
growing body of artists increas- 
ing in knowledge and skill... . 

“There are many more interest- 
ing works from South America, 


particularly the Argentine and 
Uruguay. South Africa has pro- 
duced a wider range from a larger 
number of exponents. 

“India shows probably more 
of her national character in her 
publicity than any er 
country and her advertising is 
growing in quality and strength. 
“From East and West, North 

and South of the world there is 
evident a strong and growing ap- 
preciation of the place of adver- 
tising in the promotion of 
national prosperity and wider ap- 
plication of its use.” 


We shall quote no further 
Suffice it to say that we found 
Frank Mercer's illuminating com 
ments—and the 850 superbly 
illustrated specimens he discusses 
—a thoroughly fascinating study 
and one for every ad man’s 
bookshelf. 
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,000,000 market 


* HOLBORN 282 
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COMMERCIAL : 


MOTOR O11 {@ 


Cowling Signs are seen — everywhere 


a 
uate sta a 
THE COWLING } | q 
GUARANTEE | ia 


Every Cowling sign 
plate is guaranteed 
for 3 years against 


FADING 

CHALKING 
DISCOLOURATION or 
DETERIORATION . 


Unless caused by 
mechanical damage 


“ap Gin ab an ab om ol 


The signs that are made 9 
to sell first and LAST 


M. L. Cowling (Chariton) Ltd. 
Armstrong Gardens, Woolwich Road, 
London, S.E£.7. Telephone : Greenwich 0051/2/3 
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Overflow from show to 


use temporary building 


OR the first time in the his- 

tory of the Textile Recorder 
International Exhibitions of Knit- 
ting Machinery and Accessories, 
the Granby Halls at Leicester 
have been found inadequate to 
meet the demands of the exhi- 
bitors, 


The exhibition, to be held at 
Leicester from October 17 to 27, 
will contain a larger number of 
exhibitors showing a wider range 
and variety of products than at 
any previous show. In addition 
to British participants, makers of 
machinery and accessories from 
nine overseas countries will be 
taking part. 


The demand for stand space 


MOBILE SHOW STAND—continued 


has necessitated the building of a 
temporary extension covering a 
floor space of 12,600 square feet, 
and this building is now in course 
of erection. 

Adjoining the existing exhibi- 
tion halls on what was normally 
the car park, this extension is the 
largest the space will permit. 
Although it has reduced the wait- 
ing list of would-be exhibitors, 
it is not large enough to accom- 
modate all those who would like 
to show. 


The addition of the temporary 
hall increases the floor space to 
70,000 square feet, in which will 
be accommodated the stands of 
161 exhibitors. 


so arranged that it will swing into 
position, facing a grille, to be 
heard in the lounge. 

The stand (which weighs 44 
tons) is fitted with its own junc- 
tion and fuse boxes, so that 
electric light and power can be 
taken from the mains and dis- 


tributed throughout the unit and 
to the working displays. 

The unit was devised by the 
group advertising manager, H. W. 
B. Burr, and designed by him in 
conjunction with David Lindner, 
managing director of Rollalong 
Ltd., who built it. 


HEN the Pye Ltd. sales 

conference was held by 
closed-circuit television recently 
in London, Birmingham, Man- 
chester, Glasgow, Bristol and 
Dorking, an exhibition of 
new products was _ staged. 
This consisted of a series of 
about 20 display units specially 
designed and constructed for the 
occasion. In addition, there were 
20 special plinths on which the 
monitor TV_ receivers were 
placed for viewing by the 
audience. 

The John Delaney Organisa- 
tion staged the whole operation, 
which involved designing the 
special displays and constructing 
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400 display units 
in Pye show 


them—about 400 altogether. The 
sets to be displayed were 
delivered in London and stored 
until the day of transmission. 


The whole operation was 
planned and supervised by Lewis 
Foster, sales director; Eric 
Tomlin, transport director; and 
Sidney Moore, works director, of 
the Delaney organisation, in 
collaboration with the sales 
promotion department of Pye 
itd. 


The mobile exhibition stand of Ronald Trist & Co., Ltd., packed up 
and ready for towing. The set up stand can be seen on page 30 


£23 buys space worth £92 


Every week Municipal Engineering reaches the 
ENGINEER & SURVEYOR 
HIGHWAYS SUPERINTENDENT 
PUBLIC CLEANSING OFFICER 
PUBLIC HEALTH INSPECTOR 
of local authorities in Gt. Britain 


Municipal 


MUNICIPAL ENGINEERING 
3-4 Clement’s Inn W.C.2 - HOLborn 5502 


MOTOR & PUBLIC HEALTH 


With the official Journal of The Institute of Works and Highways Superintendents 
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You can now buy 
1,000 ANIMOTOR.... 
Animated Displays 


like this 


for 20 little aa U9 each 
-tneludling Che ANIMOTOR’ 


Size 18° x 12”. Screen printed in three bright colours on -075" caliper 8 sheet card, 
hand and ‘product’ cut-out to shape and animated by ‘ Animotor’ fitted at back. 
Whole display held upright with lock rudder strut. 


(‘ Animotor’ is the registered trade name of the battery-operated unit produced 
exclusively for Leon Goodman Displays Ltd.). 


Write or "phone NOW for a representative to call and discuss your requirements. 


LEON GOODMAN DISPLAYS LTD 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON W.1 


- EUSTON S351 
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e@ NEWS FROM OVERSEAS 


A wide variety of Jamaican 


advertisers now use 
the bus medium 


Transport advertisement 
success in Jamaica 


[HE largest bus operating 
company in Jamaica is 
Jamaica Omnibus Services Ltd. 
of Kingston. Running 125 units, 


One of the buses operating in Jamaica which carry advertisements on 
The response to bus advertising in the Kingston 
“very good indeed.” 


the front bumper. 
area is reported to be 


Organisati 


the company holds an extended 
franchise for providing public 
transport in Kingston and 


St. Andrew. 


For less than a 5d a time 


you can reach 


3,000 top executives 


in British Industry & Commerce 


ae 


Although the cm was at 
first reluctant to make advertis- 
ing spaces available on Be 
vehicles, it eventually 
to numerous requests > bom both 
advertising agents and adver- 
tisers. In February, 1954, the 
first advertising contract was 
signed with the local bottlers of 
Coca Cola and Canada Dry 
beverages, who obtained the right 
to advertise on the rear panels 
of all the vehicles at that time. 


Success of panels 


The appearance of these adver- 
tisements caused increased 
interest by other advertisers and, 
soon, a comparatively large con- 
tract was arranged with the lead- 
ing soap manufacturers in the 
island—Soap & Edible Products 
Ltd. The spaces taken by them 
were mostly side sondle and 
bumpers. Shortly thereafter, the 
HMV distributors took all the 
front bumpers available. 


Ad department created 


It was then found necessary 
for the company to establish its 
own advertising department and 
additional spaces were made 
available, up to a limit which 
would maintain the general 
appearance of the vehicles. 


Interior card advertising was 
also started early in 1955, and 
advertisers are using very attrac- 
tive locally made silk screen 
cards, 


As _there is no bulkhead in 


on & 


MONTHLY 
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| aoe for beer | 


Recently built in Los Angeles this 
huge advertising board bears a 
Pabst “Blue Ribbon” seal measur- 
ing 16 by 14 feet. The figure is 
10 by seven feet and the board 
is one of three rotating in the city 
every 30 days. Below, the adver- 
tisement can be seen in process 
of completion. 


these buses, an exit door pane! 
was created, which is the only 
space actually facing passengers 
seated in the bus—a space which 
is very much in demand and 
always sold out. There are also 
interior targets above the wind- 
a Continued on page 9 
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: 


Cc h ea pe r b y Midweck Reveille 


News of the World 


the thousand +" 


Daily Mirror 


The People 


Whatever category of reader you have in Daily Express 
mind, Reveille can offer you outstanding 


Weekend Mail 


value for money. For instance, take the 


ala le le le le le} ?|? 


Sunday Express 


adult market. Here are ten of the top 
__]) Sunday Pictorial 
publications listed in order of cheapness. 


zg 


£ 


Compare the values for yourself. Sunday Dispatch 


Based on Hulton Survey. 
R. Grant Davidson, Advertisement Manager. Holborn 4321. 


Midweek 
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Although Advertising may give you 100% 


Consumer coverage, you cannot obtain full 
advantage from it if your percentage of Retail 
Distribution is low. An inadequate Retail 


Distribution tends to create product substitution. 


If you feel that your distribution does not 
match up to your advertising effort perhaps 


we can help you. 


—GOUNTER PR 


24 HIGHBURY PLACE 


Telephone: CANonbury 2050 and 2600 


nintuntienniiarues . y scapapainnany a ts : — . i tihiedi inp satignengentt a poopy . 
. 2 eh oe i . « 3 <@ m i i i | | - i 
1? 1 =z i = S:. i oe me ; mS : i eS ee ee ee ee = oe ee ee wafer enh neenenfeneenfeeetetg ane 
tur Bee OE BRASS Babes i RAS SASS See she J 
Lswedetil ae See eee See eo eee | S scasilheendh ae ee ES ee ee ee ee a on ee | 
il = i ft ) 
i Ex ee & 
| ea ae ail ae 
_ | | 
g ) > a ae Se a a ee Levi ; ser a. Mm => A ie! vt 
vit} | | i Batws i i i | zm 
5 } | ae 5 Sa es a corectjeenechessesbesecabeceestpeserdennne prose ip rene chansecbe anaedpewed ™ + —= “+ eS ee ee ee ee eee + a oe | 
1 | 1} ft.) ae oi wh 
aif hennacherendpennedpesmecpennrspensedhesneetnennnfensenipemshararsiennertoeeendpemnetoasendpansetenscectemewat ’ Rael cilia Betas eee a a 
; i Bern i j i j 
Rm eee eee ee eee ee ee ee ee ee i Baie 
me i Bae i | 
70) t | i [ ; 
feeeeegearchenentasmregeeerctereresqeeenedponwe ther secre a ee an oe tennnh 
60 ES A ee eee ae ES a ; hel 
i } ; i | 
i i i} i , 
i ; § i 
oe Oe ee ee ee a oe ee i a eas teat ee j 
Oe oe Oe ee - a TES TE OS Se 8 ot SE ER Be a i 
. 4 Bis. 4 SSB 
ig oe i ee ee Oe Oe ee ee ee OS ee j ad 
al ot ee Ee ES SN ee ee ee ee ee = j j i j i i ; 
tty ti LZ j ty ype eVGA EEE y Zz g itt LA i 
Z Li - tet Lt ita! ail Epos Ved iY LOG LL PPE 
4 
Le, ee 
2 
. ee 
te 
oe 
i Po ' 
- 
‘ 
| re 
: 
i>, 
oe 
ey. 
7" ee 
. 
¥ 
=. i 
‘ ao . : . 4 - x 
= a a pa act a a ; 5 ie _ % > el 
Res, ian win mS . the aos S =, ie — 
Var > | 3 “ ~" mets S, a . « — vy _ 


SEPTEMBER 21, 1956 37 ADVERTISER'S WEEKLY 


We specialise in getting distribution —in 


creating new stockists and reviving trade 
interest. 

Many of our clients are manufacturers of 
well-known products, who have either national 


or local distribution problems to solve. 


' Write for a booklet, or *phone 


. 


OOUCTS LIB 


-E e LO N D O N e N.5 
Directors: Bede Egerton (Managing) D. R. Moore 
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Tell your sales story the world over . . . tell it to the right 
people . . . tell it in the right way. 


This is the three-fold formula that many outstanding 
companies have found to be a useful tool for 
increasing export sales. 


One of the best ways of putting this formula to work 
is by advertising in LIFE INTERNATIONAL and 

LIFE EN ESPANOL — telling your sales story the 
world over. 


Since the readers of these editions are men of 
influence — leaders in business, government and the 
professions — you know you are telling your 

sales story to the right people. 


And you know you are telling it in the right way 
— because you yourself have control of your advertising 
Formula for when you place it in LIFE INTERNATIONAL and | 
LIFE EN ESPANOL. You have the opportunity of seeing 
increasing that the most important selling points are made in the 
most effective manner . . . that your product is shown 


your export to best advantage . . . that your prestige is properly 
sales maintained. 


It is for these reasons that leading companies in Britain 
and on the Continent have more than doubled their investment 
in LIFE’s International Editions in the last four years. 


LIFE INTERNATIONAL — advertising rates based on average 
net paid circulation of 260,000 copies, printed in English 
and distributed in 120 countries outside North America. 


LIFE EN ESPANOL — advertising rates based on 
average net paid circulation of 300,000 copies, 
printed in Spanish covering all of Latin America. 


These are the INTERNATIONAL EDITIONS of LIFE 
magazine, with a combined current circulation of over 


600,000 copies every fortnight. 
LI a pana” 784: 


For further information, write or telephone The Advertisement RITERRATIONAL EDITIONS Fi KE 


: : ae ‘ , ‘ am ee 
Director, Life International Editions, Time & Life Building, ieGe. she Xume 
New Bond Street, London W.1. Grosvenor 4080. EER! sbee 408 ig 

ea de a 
Fates Spanish for Latin America 
in English around the world 


“a Ls — a —_ > ae 
ee eaenv,e8s 08 60 8 42a se 2 S@e@e@eeeeeesveeeepeeeéeen 6 ee 6 © 8 2-2 2 B48 
e q 
e . 
= 5 
. 
7. 
. 
4 ; 
s “a , ; , 
a ; 
. - Ba 
Y 2 F 
a é } 
. $ q 
e F t 
7 f foe 
4 S . & 
Sienna cmre 5S “ 
i. f ee \ 
a BG Soe 3. 
6 % 
© ‘ pceeeeemetes 45 BSitabor $ 
é tis ote Hts ey Bo om 
Be ein Br Se 
e , Bi Siac ere a By ae Soca eae 
— ER ata 5 eae 
e PO Bit saunas mato ‘ Pit. Sea ’ ‘ 
Se Oren SO Se SRS 
BEE Psa QO OO EE eR tag Pe é 
ey ea cs eee 
= poy Seco ng ai Ft a a 
: $82 seas coms oe a Sea 2 
* Sigtecmniencnans > meen nines Been Seesis Ser teeta Ss 
e PaaS ee 
scien. MR Ree OR ee oe Scent x x : es 
St RS Oa £5 
. SR a ie ee Fe ; 
Se a “3 
e pee ste ten oe 
ea ig te # 
| . a ngs i: Ss 
_ 
7 
. 
* 
. 
. 
” a 
qi . 
. 
: . 
Rae . 
. CS 2 i oO 
em, = 
© = on ae : 
* er 3 pe ae 
- SOS Ss is oe 
SES a SO 4 
: e LE ee i, i j 
ae ois $3 
° Se on a 3 re : 
paca Sager aio: 
e: Secs See enone 
7 nn er a 
Brien ncn scorn ea Bo 
° ey : 
| 4 
= gees, aaa 
Cie RS ie 
ad saat Ns 
° EE ae -_ 
, Be eae 
’ . es ROOF 
se ae 
. (Semmens es" 
/ secre ee 
e see Pe 3 "a 
ae 
Sed so a ee 
e OF hinge ae 
> fae Ay 
tne a ie ‘ 
i e NN I 
Sie MR ek ay 
ek fe 
S oo $ 
| ° ae 
+ 
’ . 
f 
‘ o 
r . 
i . 
. . 
vi ‘ : 
4 «. 
e . 
7 . * ee 7 » @- @&eeoe0ee8ch4 eS eee = = =a. | Se 7 . . . ° . * ee © @ * e * « * e . . . . _ o . . _ 7. . 
# 
" 
» fl > - = \ RR oe e > aa ‘Sa f 4 a ¥ 
e “as as = 3 —- a a a a: 3 2 ar, ' a = Be + Me 
| Se he ¢ fa ak Tod ae 4 5 ai 
&- eee agi co oe | > erase ie F ‘ ~<5 


SEPTEMBER 21, 1956 


These British Companies 
advertised in Life 
International Editions 
during 1955:— 


Austin Motor Export Corporation 
Limited 

George Ballantine & Son Ltd. 

Beecham Group (Bryicreem) 

Arthur Bell & Sons Ltd. 

Booth’s Distilleries Limited 

The Bowater Paper Corporation 
Limited 

British Overseas Airways 
Corporation 

The British Travel Association 

The Brush Group Limited 

James Buchanan & Co. Ltd. 

Bush Radio Limited 

Champion Sparking Plug Co. Ltd. 

Crompton Parkinson Limited 

Gedfrey Davis Limited 

Thomas de la Rue & Co. Ltd. 
(Formica) 

The Distillers Agency Ltd. 

Dunlop Rubber Co., Ltd. 

The English Electric Company 
Limited 

The General Electric Co. Ltd. of 
England 

W. & A. Gilbey Ltd. 

Gillette Industries Limited 


The Harris Tweed Association 
Limited 


Hawker Aircraft Limited 

Hawker Siddeley Group 

Hepburn & Ross Ltd. 

Hill Thomson & Co. Ltd. 

Macdonald Greenlees Ltd. 

Macdonald & Muir Limited 

Chas. Mackinlay & Sons, Ltd. 

Massey-Harris-Ferguson 
(Export) Ltd. 

Nuffield Exports Ltd. 

Pye Limited 


J. Arthur Rank Organisation 
Limited 


Rootes Motors Limited 
Wm. Sanderson & Son Ltd. 


The Shell Petroleum Company 
Limited 


The Standard Motor Co. Ltd. 
White Horse Distillers Ltd. 
Yardley 


| smoking sign, 


News from 
OVETSEAS ~cons. 


screen, which have been taken 
by the local cigarette manufac- 
turers on a fleet basis for a no- 
incorporating one 
of their cigarettes. 

Generally, the response by 
advertisers and agencies to bus 
advertising in Kingston has been 
very good indeed, and well over 
80 per cent of the exterior spaces 


| are usually booked. 


_ Advertising boom 


| published, together 


in Italy 
In IvaLy, 125 daily papers are 
with 628 


| weeklies and about 4,000 monthly 


magazines. 

It has now been calculated that 
25,000 million lire were spent on 
press advertising in Italy last year 
—a sum that represents a con- 
siderable increase over the pre- 
vious year. The fact is that 
advertising has undergone a huge 
expansion. 

Another important advertising 
medium in Italy is the radio, 
which has now reached the maxi- 
mum advertising time allowed by 
law. Slightly more than 5,000 
million lire was spent on such 
advertising in 1955. 

Film advertising is 
popular, and is organised by 
three distributing companies. 
Also widespread is advertising 
by means of projected slides. It 
has been calculated that on 
cinema publicity altogether some 
4,000 million lire were spent last 
year. 

Total advertising expenditure 
in Italy is currently averaging 
about 66,000 million lire a year. 


likewise 


THE Hotpoint Company in 
the United States is making a 
strong bid to increase interest in 
their domestic appliances by 
tying up promotions with the 
Presidential election. At the con- 
sumer level, the Hotpoint dealers 
are being encouraged to run an 
“election prediction contest.” 
Consumers are being issued with 
entry blanks and a specially de- 
signed booklet for use in tabulat- 

ing election returns. 


HOT 
POTATO 


Now helping in 
promotional activi- 
ties sponsored by 
the National 
Potato Chip Insti- 
tute is “Miss 
Potato Chip 1956” 
who, in private 
life, is a registered 
nurse. Elected by 
the NPCI at its 


| annual conference, 


the lady is making 
many appearances 
in television shows. 


British wool 
at Frankfurt 


T= latest products of 
the British wool textile 
industry provided part of the 
theme of a pavilion at the 
Frankfurt International 
Autumn Fair which ran from 
September 2 to 6. Organised 
by the Board of Trade, the 
display was arranged with the 
full support of British textile 
trade associations, which also 
helped to select the exhibits. 

Over 200 fabrics items were 
shown in the main part of the 
pavilion, which had a floor 
area of 3,000 square feet. In 
addition, accommodation was 
provided for approximately 
1,000 other samples. The dis- 
play well illustrated the 
diversity of British fabrics— 
and revealed how manufac- 
turers were employing new 
techniques, while maintaining 
their established reputation 
for quality. Representatives 
of the textile associations, in 
addition to staff from the 
British Consulate General at 
Frankfurt, were available to 
deal with enquiries. 


Breaking new ground 


This was the first time that 
Great Britain had participated 
in the Frankfurt Fair—a deci- 
sion taken in view of the 
opportunities existing in 
Western Europe at the present 
time for British traders. 

This highly important fair 
attracted about 250,000 people, 
including 20,000 buyers, many 
of them from outside Ger- 
many. Exhibitors numbered 
about 3,000, of whom 800 
were non-German manufac- 
turers and their agents. A 
number of United Kingdom 
manufacturers had made ar- 
rangements for their products 
to be displayed separately in 
the ~~ trade sections 
of the Fair. 


National Wool Textiles Group 
(Woollen Merchanting Sub- 
Group). 
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R Cater 


oduced by Courtesy of Messrs. 
matory fry ea 


Dr. Oliver certainly started 
something when he perfected 
his biscuit. Today it is still the 
basis of a healthy industry—one 
of the many which ensure the 
steady prosperity of Bath Spa 
and its adjoining counties. 

This prosperous community 
should not be neglected in any 


| national campaign. It is easily 


reached through the Bath 
Chronicle which, for 10/- per 
s.c.i. gives you complete cover- 


_ age of the whole area. 


It’s the only evening paper 


_ printed and published in Somer- 


set, and sells 14 copies for every 


| house in the city, and also has a 


big circulation in West Wilts and 
North Somerset through the 


| Branch Offices at Trowbridge, 
_ Chippenham, Devizes, Radstock 


and Keynsham. 


You can’t cover the West 


3 Baths & WILTS 
Chronicle «Hera 


ESTA@LISHEO Tee 


° | -& mention the , fy which 
reach the prosperous ‘ountry man at 
week-ends when he has the time to read 
them:—SOMERSET GUARDIAN, WILT- 

SHIRE NEWS & BATH WEEKLY 
CHRONICLE. Get details from S. H 
Roberts, 134 Fleet Street, London, E.C 4. 
Arnold Ellis, Cromford House, Market 
Street, Manchester 4, or Head Office, 33 
Westgate Street, Bath. 
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REVIEW OF POSTER ADVERTISING 


Back from a holiday trip across the 


Channel, British posters seem 


HEN | returned from 
France the other day, I 
resolved to look at British 
posters with a fresh and pene- 
trating eye. But nothing much 
had happened since | went 
away, and indeed the hoardings 
had an_ end-of-season look 
about them. As sheets of rain 
swept the streets and the gutters 
became rivers, the sun-tanned 
family in bathing suits were 
still advertising Milk for 
Beauty and Strength; and a 
young couple were still relaxing 
with their Senior Service after 


altogether pale and dull. 


There is— 


Competence, yes—but too 


little brilliance 


says STUART LEWIS 


the high and rather distressing 
level of competence shown in 
British posters—competence that 
is seldom allowed to aim at 
brilliance for fear of missing the 
mark. 

There was none of the reckless 
vulgarity of the French, none of 
the wit and piquancy. Cautious 
design, colour studiously planned 
—too few hideous mistakes. Yet 
here and there I found a flash 
of real originality, often fogged 
by unimaginative art treatment. 

Take the latest Capstan poster 


SEPTEMBER 21, 


1956 


In the view of 
Stuart Lewis, this 
is @_ successful 
cigarette poster. 


There is little doubt that this 
series pictorially demands a 
packet of cigarettes at one stage 
or another in the process of being 
smoked. The packet can be full, 
thinly populated, or empty. 


Also - new DUNHILL FILTER TIP - N01 


name in the public mind with 
their distinctive style of tall letter- 
y then substituted cigar- 
ettes for the tall ascenders. 

Now, going one stage further, 
» show a hand plucking a 


a strenuous game of tennis in the series, “Enjoy another Unfortunately the new Capstan cigarette from the name itself. 


Nevertheless, I was struck by packet of Capstan.” 


3 Milk 
-q cando 
be ‘, go much 


= \ - for you! 


design fails to live up to its excel- Say what you like, this is 
@ Continued on page 42 


lent basic idea. It shows an open 
packet with three remaining 
cigarettes. Two are projecting 
from the packet in the attitude 
of a smoker's fingers and the 
third, poised between them, is 
being smoked. 
In the tough world of 
cigarette promotion this idea is 
a winner. It is the sort of idea 
that Savinac, Villemot and a 
dozen other continental de- 
signers—to say nothing of 
Games, Henrion, Eckersley and 
the best of our own—would 
have developed into something 
really remarkable. 


Just another one 


As it appears on the hoardings, 
it is just another cigarette poster 


| 
| 


which very properly shows the 
Sun - tanned and packet and displays the slogan. 
clearly _—_ bursting Not much more can be said— 
with health, — 


, except, perhaps, alas. 

mother and child More’s the pity, too, since 

are manifestly cigarette advertising depends so 

doing fine in one much on the visual device that is 

of the _current memorable rather than the con- 

posters which pro- vincing reason-why. 

claim the cause of Since their highly successful The artist responsible for this 
milk launching campaign, Dunhill waterside scene was George 

have relied on neat visual Ayling. It was his first poster 

tricks. saan registered their design for the Eastern Region. 


we NORFOLK 


SEE BRITAIN BY TRA 


112 HIGH HOLBORN, W.C.1. 


PRINCIPAL BRANCHES MANCHESTER BIRMINGHAM LEEDS 


WATFORD SOUTH COAST 
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Go to 
Sheldons...:.::.. 


campaign can appeal to the 
right or the wrong public 


according to how it is planned to suit 
your product. 

By advising you on the choice and 
position of sites, the design and the 
minimum number of Posters necessary 
to achieve the results aimed at, 
Sheldons are able to contribute so 
much towards the success of your 


national or local 
Poster Campaign. 


REET: LEEDS | 


ILI GIGLI 


Our recently completed, fully visual system 
for the planning, servicing and checking of 
all Outdoor Advertising operations is based 
on 67 years of practical experience. It is 
designed to cope successfully with the ever 
increasing demands of today and tomorrow 
—and so to maintain the high standards of 
efficient service, always associated with our 
name in the Outdoor Advertising field. 
May we show you how we do it? 


% 


WALTER HILL & CO., LTD. 


OUTDOOR ADVERTISING AGENTS 


67-69-71 Southampton Row, LONDON, W.C.1 
Telephone: MUSEUM 8701 (5 lines) 


Vea Ia Ia Ia Ia Ia Ia Ia Ia Ia Ia ae Ia IaIOIEIOS: 
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WHEN IN 


BIRMINGHA 


YOU MUST SEE 


Sheffields 


POSTER SITES 


The trippers had paid their half-crowns and 
the gardens of yet another ‘stately home’ 
were thrown open to their curious gaze. 
Not without pride, his lordship led them 
from vista to vista, annotating his dis- 
course with historical allusions, until 
they reached an ancient sundial. Here 
they came toa stop while he explained 
carefully how the movement of the 
sun governed the position of the 
shadow on the dial, to measure 
the passing of time. When the 
party moved on, one of the ladies 
remained glued to the spot. “ It's 
amazing,"’ she whispered. ** What- 
ever will they think of next?” 

The Grant, like the sundial, gives its 
information with equal precision to the 
expert and to the neophyte but, as it 
carries its own illumination, it works 
just as well when the sun is not shining 

(which, in England, is perhaps just 

as well). Like the sundial it is 
a treasured possession and one 
which positively demands to be 
shown off to admiring visitors — 
not, indeed, as a picturesque sur- 
vival from a leisured past but as a 
guarantee of present(and a promise 
of future) leisure for its owners. 

The sundial merely measures 
time: the Grant saves it. 


corr 


The Grant Production Co. Ltd., 
4 Rathbone Place, London, WJ 
(Museum 8717), 47 Cornwall Street, 
Birmingham, 3 (Central 4131) and 
7 Little Park Street, Coventry 
(Coventry 64978). 
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THE NORTHERN WHIG 


AND BELFAST POST 


42 SEPTEMBER 21, 1956 


| Remember-—the customer 
is one of the human race 


RESERVE 


Something in the 
way of a fresh 
approach to beer 
poster advertising 
is being tried out 
by the Taylor 
Walker people. 
The posters have 
been designed by 
André Francois 
The agency is 
Erwin Wasey and 


: hates and betails from ig co, oe ; 
143 FLEET STREET . TAYLOR WALKERS SPECIAL PALE ALE 


cigarette advertising at its best. porations, who conduct their 


| EAD OFFI 
LONDONECG °¢ aninit ST BELF 
PHONE: FLEET 9179 PHONE: BELFAST 


‘| The view ig perfect 


— LANCASGH/RE AND 
THE NORTH WEST 
/¢ the Ideal Poster Area 


teeming with well-paid buyers; compact, maximum 
Sales outlets, economical delivery journeys; complete 
Poster coverage to ensure quick returns 1s guaranteed 
by the Members of the 


Technical articles of real interest to engin- 
eers and executives appear regularly in 
Mechanical World. If your products appeal 
to the Engineering Industry, send for free 
specimen copy and rate card. 


=Mechanieal World 
—= AND ENCINEERING RECORD 
Published monthly in London and Manchester 


Emmott & Co. Led., 3! King Street West, Manchester 3 
London Office: 50 Tempie Chambers, Temple Avenue, E.C.4 } 


| the lithographer’s stones ready for the printing process. 


An effective reminder—let anyone 
try to do much better. 
One of the most sordid sights 


| is the advertiser who, as it were, 


preens himself before his board- 
room mirror. There are other 
places for that. 

Yet many companies and cor- 


businesses ably and intelligently 
in other departments, fail to ap- 
preciate that the people they 
address inwtheir advertising are 
human beings like themselves. 
People who, whether they be 
chairmen or commissionaires, 


@ Continued on page 44 


ere 


Arid the groves, 
under the shadowy hilts.. 


“ ‘ 


WO new London Transport countryside posters, which have just 

appeared on stations and other sites, are unusual in being auto- 
lithographs by the artist himself. The artist responsible, Barnett 
Freedman, is a skilled lithographer. Instead of the posters being 
lithographed by the printer's staff from the artist's original drawing 
(the normal process), Mr. Freedman drew his pictures direct on to 
It is over 
20 years since London Transport last had an autolithograph poster— 
and then also the artist was Mr. Freedman. The posters advertise 
London Transport’s country walks, books and country houses leaflet, 
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We hand it to them! 


Obviously, advertisers with agencies using 
Associated British-Pathe, must have seen from the 
beginning, the advantage of choosing a firmly 
established organisation, with experience in all 
sides of film planning and production. 

Now Pathe can record with pride, that they 

have completed and delivered 400 filmed TV 
commercials - to the general satisfaction of 


their many clients. 


with its own studios, 
recording facilities & laboratories, 

ASSOCIATED BRITISH-PATHE 
sets a standard in quality and service 


that is unequalled anywhere. 


Pathe House, 133 Oxford St., London W.1 
Telephone : Gerrard 4314 
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the Top of the Market read 


THE IRISH TIMES 


—the Top of the Mornings 


ce: 59, Fleet St., E.C.4 
4350. MEMBER OF AUDIT BUREAU CIRCULATIONS 


a pe cg FLEet St, 


3,000 POSTER SITES = 
with complete coverage |» 
3of the Manchester Area 


Manchester Poster Services lta 


27:29:31 Bootle Street, Deansgate, Manchester 2 


DAY IN— DAY OUT 
OUR PANELLED POSTERS 
INFORM YOUR PUBLIC 


PADDINGTON 0186/7 


PADDINGTON ADVERTISING COMPANY 
37 SPRING STREET, W.2 
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In Ireland... 
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A newspaper and a beer 


These two film 
posters are much in 
evidence on_ the 
London sites. The 


item for “The King 
and I” is unusual 
in that the name 
of the star—Yul 


Brynner — nowhere 
appears. The de- 
sign of the poster 
for “The Iron Petti- 
coat” was carried 
out by Pictorial 
Publicity Co., Ltd. 


are still snobs, bores, or bright 
and charming fellows. 

It was slightly shocking to me 
this month to see two important 
advertisers referring to themselves 
as “Great” with a capital “G.” 
In modern advertising, which has 
progressed far beyond the best- 
in - the - world - above - all - others 
stage, this appeal is plainly un- 
professional. And believe it or 
not, the advertisers who have 


_ plumped for this appeal are Bass 


| on earth, 


and the “Daily Express.” 

The Bass people are using the 
slogan “The Great Ale of Eng- 
land,” with no more to justify it 
than a couple of fairly ordinary 
chaps drinking the Drink with a 
capital “D.” The Daily Express 
are running a poster on the Un- 
derground which shows the 
folded copies sliding off a print- 
ing press, accompanied by the 
words, “The Great Newspaper.” 

What possible reaction can 
these advertisers expect to get 
from their respective publics? 

What real promise do they 
offer to prospective readers and 
drinkers? “I am proud to be 
drinking Bass.” Is this a suffi- 
ciently strong appeal to enable 
Bass to hold their place in a 
keenly competitive market? “J 
am honoured to be reading the 
‘Daily Express’.” Is that a good 
enough reason to go on reading 
any newspaper—even one which 
has the brightest journalistic staff 
including Osbert Lan- 
caster. 

No, gentlemen, please. Cover 
up those boardroom mirrors and 
take a look at the customers 
instead. They want good beer 


fall back upon caps 


and good reading—and a good 
reason why they should ask for 
both. Give it to them. 

The posters for Reveille which 
have been appearing for some 
time now on the London Under- 
ground give the reason in a 
thoroughly realistic, visual form. 
It is simply a poster full of illus- 


‘trated jokes, which could not fail 


to catch the paper’s readers, old 
and new. 


Riding the crest 


The National Savings Commit- 
tee continue to produce “com- 
mittee” advertising. In their 
latest poster they show a surf- 
rider with the immortal words, 
“Keep on the crest of the wave— 
keep on with National Savings.” 

A cry from the heart if nothing 
else. 

But here again the appeal is 
pathetically out of touch with 
the post-holiday mood of those 
who have actually spent good 
money on their holidays. Quite 
obviously these people are flat 
broke, or at least they are feeling 
broke. 

Is this the psychologically 
best moment to exhort them 
to “keep their heads above 
water,” when in fact they feel 
like going down for the third 
time? Would it not be better 
to try to get their money when 
they have got it? 

I know that the difficulties of 
inspiring National Savings are 
immense, but I do feel that the 
committee should plan _ their 
advertising on a strictly topical 
or seasonal basis. 
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Bargain apt ) 


to over 
220,000 women - 


all bent on buying! Sigg 


A page in Stitchcraft (only £204) is really outstanding value. 
Stitchcraft’s sales of over 220,000 copies a month 

are high compared with most women’s monthly journals. 
But its pulling power is out of all proportion to its sales. 
There’s no waste circulation and every woman who reads 
Stitchcraft is looking for new things to knit, to crochet, 

to embroider, to buy—for herself, her family or her home. 
It’s a beautifully produced magazine, much borrowed 

—an ad. in it often pulls for years! 


ABC Net Sales (January-June 1956) 224,013 copies a month 


Type area 8i" x 6° £204 page. Advertisement Manager, S. H. BOWDEN, 
Stitchcraft, Great West Rd., Brentford, Middlesex. Tel: EALing 628} 


¢ DISPLAY UNITS 


© SALES AIDS «+ DISPENSERS... 
§ 7) Br = ™ , wake: 


COLOUR 


PENCILS 
la 
| 
| 


a 
n> 
. \ 
nes 2 
oe ad 


<2, 


Pee 


Whether it is metal, wood or 
wrought iron 


WE ARE THE 
ACTUAL 
MANUFACTURERS 


} 


[hal 


MOREY (BARNET) LTD. 
Our experience of Sales and practical advice is readily available to you. 
Let us submit ideas and prototypes and prove how reasonable and 
Designed by MOREY (BARNET) LTO. efficient a permanent display can be. 


MOREY (BARNET) LIMITED, BARNET, HERTS. Telephone: Barnet 3222 
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Adwertrsing ‘Baoons 


LEWIS KNIGHT & COMPANY (subsidiary of London Rubber Co. Ltd.) 
8 Chingford Mount Road, London, E.4. LARkswood 2241/2 


Outstanding Gift Ideas 


‘His Excellency ’ 
TELEPHONE INDEX 


@ Reliable @ Efficient @ Speedy eComes 
in Black, Marble, Ivory and several pastel 


Retails at 21/6 


finishes pleasing Plastic @ Tip-proof 
@ Spill-proof e Elegant too @# Room for 
over 700 names and teleph bers 
@ Instant One-hand Operation e Refills 
Available ¢ British Made. 


Smart Colour 
Assortment 


BROWN MOTTLED 
GREY MOTTLED 
BLUE MARBLE 
WALNUT, IVORY 
BLACK, MAROON 
DARK{IGREEN, GREY 


Nothing could be simpler 


A gentle touch on the key of initial required, Retails ot 
automatically releases lid and turns up correct card. 

A touch of the hand anywhere on the lid and it gently 36/- 
closes itself. Nothing could be simpler. His Excellency 

is the most luxurious and technically advancea promotion 

on the market. 


The ‘Coronet’ DESK THERMOMETER 


Highly decorative, yet thoroughly practical and accurate 
temperature gauge. The temperature is indicated both 
in Fahrenheit and Centigrade graduations. Packed in an 
attractive 3-colour box illustrating the Thermometer. 


Order now—direct from 


SPIROLLO LTD. 


MORLEY HOUSE, 314-322 REGENT STREET, LONDON, W.I. 
Tel.: LANgham 2734 
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The maintenance of goodwill is a priority 


operation in today’s market 


Choose the gifts with care 
—they can sell hard 


MARKET conditions are today more competitive than they 


have been at any time since the war. 


They are likely to 


become more so, and that applies both to trading in this country 
and in the export markets. Under such circumstances, advertising 
gifts and novelties take on a special importance. In many cases 
they are now not so much “luxury” items to be dispensed to 
business friends but necessary instruments to employ in a persis- 
tent campaign to keep the product or manufacturer’s name before 
the recipient and maintain the goodwill. 


It follows that a very careful 
assessment has to be made both 


A selection of some of the calen- 
dars available from Conrad's Fine 
Art Publishing Company. 


of the articles likely to help that 
campaign and the people who are 
to receive them. Certainly, there 
is no lack of advertising gifts and 
novelties available and they range 
from the humble (but highly 
effective) balloon to the top- 
quality desk-set for a _ ruling 
executive. 

And, generally speaking, it is 
fair to say that the quality of 
gifts and novelties is constantly 
improving. 

To take one instance. 

The lamination of a printed 
paper or photograph between 
two sheets of plastic was hitherto 
a specialist’s job requiring expen- 
sive machinery and skill. How- 
ever, Morane Plastic Co., Ltd., 
have developed a small appara- 
tus costing under £50 for the 
production of relatively small 
quantities of such items as ad- 
vertising calendars, price tickets 
and photographs to be carried in 
the pocket. 

The process should be of 
special interest to advertisers 
wishing to issue inexpensive gifts 
as well as to manufacturers and 
stores wishing to distribute their 
own advertising material or those 
who wish to give a service for the 


complete protection 
graphs. 

Those who seek gifts of dis- 
tinction for the office will find 
much to interest them at British 
& International Proprietaries 
Ltd., and especially so in the field 
of telephone indexes. 

Thanks to constant study and 
re-design, the company now have 
on offer many different models, 
each of which has its own special 
appeal in the modern office. 
Their “Tel-Index de Luxe,” 


of photo- 


All forms of ash trays, sweet dishes and fruit bowls . 


glass gift objects of all kinds . 
Lid. 


ADVERTISER'S WEEKLY 


moulded in three different 
colours, is really excellent in both 
styling and efficiency; the “Tel- 
Index Mark II” has plastic 
casing in five different colours, 
while the model known as “His 
Excellency” is an aristocrat of 
telephone indexes. With indexed 
push levers to find the right 
cards, it is a highly modern and 
very appealing appliance. 

There is also a unique pocket 
“Tel-Index” which gives every 
modern advantage, and is neatly 
produced for either pocket or 
handbag. 

The same company have also 
produced a very attractive desk 
thermometer—the “Coronet”— 
which gives readings in both 
Fahrenheit and Centigrade gradu- 
ations .. . and until air-condition- 
ing comes along to give us year- 
round standardised temperatures 
there will always be a place for 
such apparatus in the modern 
office. Two other notable items 
on the British & International 

@ Continued on page 48 


. indeed, 
are available from Chance Bros. 


Long-lasting designs and messages can be worked on to them. 
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FONAD 


REG. TRADE MARK 


More and more Space Buyers and other 
busy executives are proving that Fonadek 
cuts telephone costs. It saves time wasted 
in hanging on . . . saves the cost of ringing 
back . . . saves tempers, too. They just 
hang the receiver on the Fonadek and it 
holds the line for them. It amplifies so 
clearly that everything can be heard without 
holding the ’phone at all. Even when 
speaking, both hands are free to handle 
papers and make notes and several people 
can take part in one call when necessary. 


ADVERTISING AGENCIES 
ALREADY USING 
FONADEK INCLUDE: 


London Press Exchange 
W. S. Crawford 

Alfred Bates & Son 
Gordon & Gotch 

Rex Publicity Services 


* Find out more about the ways in which 
Fonadek increases telephone efficiency. Just 
write Fonadek on your letter heading and 
send to:— 


FONADEK (BRANSON) LTD. 
(Dept. AWI.) VIVIAN RD., BIRMINGHAM 17 


London Glasgow Birmingham Manchester 
WELbeck CENtral HARborne BLAckfriars 
2385/6 5357/8 2267/8 3988 


Taylor Advertising. 
TRIAL 


ax OFFER?! 


We will gladly instal! suffi- 
cient Fonadeks for each of | 
your executives on 48 hrs. 
Free Trial. just "phone the 
nearest Fonadek office. 


| through 


ADVERTISING 
GIFTS AND 
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ADVERTISING GIFTS AND NOVELTIES 


Calendars that operate 
with robot precision 


The “Diplomat” 
world-design ash- 
tray which is 
obtainable from 
British & Inter- 
national _Proprie- 
taries Ltd., is both 
unusual and attrac ©& 
tive. % 


Proprietaries Ltd.'s list are the 
“Diplomat” paper dispenser and 
the “Diplomat” ash tray. Both 
bring a note of quality to any 
desk. 

Of outstanding interest in the 
high-quality line of gifts and 
novelties for goodwill advertising 
offered by Francis Hollings & Co. 
Ltd., is the “Robot Thinking 


| Calendar.” 


Convincing demonstration 


To demonstrate their complete 
faith in the mechanism of this 
article the company had an elec- 
tric machine designed to operate 
one of them at the last British In- 
dustries Fair. There, in full view 
of the public, a sample calendar, 
chosen at random, was operated 
so that in 20 minutes it 
the equivalent of 12 
months’ use, and this for eight 
hours a day. The test was ex- 
tended, on the same calendar, 
until it has been through the 
equivalent of 200 years’ use. And 
the sample used on that demon- 
stration is still in perfect working 
order. 


The “World” motif is also pre- 
sented on the “Diplomat” paper 
dispenser and pen holder. 


Venturing (delicately, but 
withal, not altogether unwillingly) 
into the field of pin-up calendars, 
it has to be said that these are 
among the most popular of the 
advertising gifts and novelties on 
today’s market. The famous 
“Dream Girl” calendar (the rights 
of which are shared between Ad- 
vertising Novelties Ltd., and R. 


@ Continued on page 50 


SALES AIDS 


The Reedoh range 
enjoys a well-earned 
reputation for the 
character, quality 
and good value} 
of the lines 
offered. 


Above is illustrated 
an ingenious auto- 


simple 

movement brings the 
required section into 
view. A large scale 
map of the southern 
half of England, Ou the riahe i 
working on the same n the right is a glue 
principle, will be pen which cleanly 
issued shortly. and firmly unites - 
’ paper and documents. A collection of the 

pads, diaries, wal- 
lets, table lighters, 
and key cases 
which are available 
from Advertising 

Novelties Ltd. 


These are two articles from the wide range of 
= ay OF s shown in our new catalogue AW'7. 
Write NOW.—Early orders save money 


RICHARD HOCHFELD (London) LIMITED 


28 ARCHWAY ROAD, LONDON, N.19. Telephone: ARChway 4388 
Manchester Office: 188 Bramhall Lane South, Bramhall, Cheshire , 
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R.SCULTHORP anv company LIMITED 


ak : A D DESK 
~ £. 05 | 


THE FIRM WITH A G/gf FOR 


(Dept. G.12) BLACKFRIARS HOUSE - NEW BRIDGE STREET - LONDON, E.C.4 
‘ Tel. FLEET STREET 1812/3 


WHEN THE BALLOON GOES UP... 


... people are reminded of your products just when 
they are in the mood and often in the place to buy. The 
inclusion of Gartex Balloons in many appropriations has been 
rewarded by pleasing upward trends in sales graphs. See that 
you get GARTEX, the toughest quality balloons with the 
longest life. The cost is trifling. 

“ 


Cx 
balloons {08 ad vettising 


Enquiries to 
YOUNG & FOGG RUBBER CO. LTD., 


Garfield Road, Wimbledon, London, S.W.19. 
Tel.: Li Berty 6281 
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New... 
and diferent 


THE 
LATEST 
CATALOGUE 


of 


GIFTS 


For 
EVERY 
PURPOSE 


For 


GOODWILL 
STAFF 
LADIES’ NIGHTS 
WORKS PARTIES 
CHILDREN’S 
~ CHRISTMAS PARTIES 
HOSPITAL PATIENTS 
OLD FOLKS 
SPORTS PRIZES 


Plus 


SWEET NOVELTIES 
BOXES OF CHOCOLATES 
TINS OF BISCUITS 


ALL FULLY ILLUSTRATED 
AND DESCRIBED—AND 
BACKED WITH A 
COMPREHENSIVE SERVICE 


ADVERTISING GIFTS AND NOVELTIES 


Diaries that advertise 


the donor 


Sculthorp & Co., Ltd.) for 1957 
can match any of the preceding 
versions without losing a blush 
and will probably sell better than 


ever. On their own account, R. 
Sculthorp & Co., Ltd., issue the 
“Film Star” calendar, and so 
many firms now take them that 
they are among the company’s 
fastest selling items. 


Making it cheaper 


The pin-up calendar from the 
Conrad’s Fine Art Publishing 
Company is now being printed 
three months to a large page. As 


, they have pointed out, this en- 


ables overprinting on every page 
to be economically carried out 

. and only such overprinting 
serves to bring the donor’s name 
constantly to the attention of the 
recipient. 


A list that never seems to stop 
growing comes from Advertising 
Novelties Ltd., and the articles 
come in leather, plastic, wood, 
paper, metal, textiles. Among 
them will be found gifts suitable 
for office, home, picnics, car, 
pocket, and the sports field. All 


Austin Davis 


Gift Specialists 
11a REGENT STREET 
SHEFFIELD 1 
(Telephone : 22264) 


Nail nippers 
Sword Ltd. Such 
gifts build a lot of goodwill. 


from Wilkinson 
inexpensive 


every day 


The May page of 
next year’s 
“Dream Girl” 
calendar presents 
a temple dancer in 
a_ genial mood. 
The rights of this 
heavily demanded 
calendar are 
shared by R. Scul- 
thorp & Co., Ltd., 
and Advertising 
Novelties Ltd. 


can be made to carry advertising 
messages. 

Diaries of a very high-quality 
standard are a speciality of Con- 
rad’s Fine Art Publishing Com- 
pany and, in addition, they are 
now making a success with a 
“Notemaster” pad. Each day's 
date remains visible despite the 
tear-off character of the pad... 
and there is a telephone message 
pati on the same principle. 

Desk diaries with tie now- 
famous “System” brand name 
attached to them come trom 
Shaw's Efficiency Devices (The 
City Ltd.). The name of the 
donating company can be pre- 
sented, along with a _ business 
announcement, on every daily 
sheet, and Shaw's make the 
understandable claim that “No 
other form of publicity is so 
direct, yielding so large a return 
at such a low cost.” 

Give any motorist the “aid” 
offered by Richard Hochfeld 
(London) Ltd., and one can be 
sure that when things don’t go 
the way they should on the road, 
the recipient will think kindly of 
you! For the “aid” includes a 
cleaning kit, first-aid patches, and 
a torch. The same company in- 
clude blotters, plastic rulers, all 
kinds of pencils and pads, and 
folders in their catalogue. 

For the company that wishes 
to be “different from the rest” as 
regards its gifts to top execu- 
tives, there is the new battery 
equipped loudspeaking two-way 
intercom called Kedafon manu- 


Desk _ calendars, 
road maps with 
cases, and car key 
rings are among 
the wide range of 
articles offered by 
Anglo ancy 
Products Lid. 
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There’s a dollar 


market, too 


the executive gift trade in the 
United States according to the 
Board of Trade. In a special 
report on the subject it is 
pointed out that there are 
about 1,400 advertising gifts 
and novelties and executive 
gifts wholesalers in the US. 
and that the annual sales of 
such goods by these firms is in 
the region of $200 million. In 
addition, so-called “calendar 
houses” sell an estimated $100 
million worth annually direct 
to donors. 


complete exclusion of Ameri- 
can goods,” continues the re- 
port. It is added that “Many 
of the imports are from West 
Germany and giftware is en- 
tering in quantities from Italy, 
France, and Austria, but very 
little from the UK.” 

What are the chances of 
British advertising gifts and 
novelties and executive gifts 
succeeding in the US? This 
is what the report says on that 
vital point: 

“It has been suggested by 
one of the leading importers 
. .. that there was a potential 
advantage (for UK articles) 
where it could be said that the 
type of goods available . . . 
had distinct difference from 
the American product, in ad- 
dition to being of better 
quality and competitively 
priced. The first two advan- 
tages would make a gift 
highly attractive to the re- 
cipient, while all three advan- 
tages would appreciably 
influence the donor when 
considering his purchase.” 


factured by Fonadek (Branson) 
Ltd. Thought to be the smallest 
instrument of its kind in the 
world, it is the sort of gift that 
would really make an impression. 

Completely portable, the Keda- 
fon may be used inside a build- 
ing or in the open, or to connect 
the outside with inside. Both units 


@ Continued on page 52 
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* IDEAL 


ADVERTISING \geum 


NOVELTIES ¢- 
STATIONERY LINES 
ARE OUR SPECIALITY ‘J 


_—* ‘ 


a 2 ‘ps | ae Chives 


+T INDEX “ . sip 
“ak uae Geena DE LUXE MODEL combining beauty 
index, with a selector guide. SX of design and fine craftsmanship, is an 
In Gold coloured non-tarn- SS ideal gift for personal and business use. 
ishable metal and beautifully — in three different pastel 
finished with real leather. ades. 


Coin’ PAPER- 
WEIGHT A beautiful 


Coin Paperweight, engraved . TEL-INDEX MARK II Automatic Tele- 
with the heads of our national phone Index substantially constructed, 
heroes, in imitation gold ensuring stability and reliability in working. 


plate and backed with pro- Plastic casing in five different colours. 
verbs, lending itself as an Manufacturers and Ivory panel, stud and selector. 


ideal gift. Distributors 


BRITISH & INTERNATIONAL PROPRIETARIES LTD. 


Full details and Illustrated literature on request. 87 REGENT STREET, LONDON, W.1 


NEVER BETTER NOR MORE PROFITABLE LINES 
= | , 
THEY’LL NEVER FORGET Sell 


and they'll never forget YOU! Timber, 


PERMAPAT) | = too 


to the 
- . . the most practical memory prompter 


and note pad yet produced. 
Makes it impossible 8 4 G 

if to forget anything 

including the 


name of the giver. USERS 
7 


* Make a note; deal 
with it; rip it off. 
* Current memos at a in 


glance. No scraps of paper; 
no crossings out. 


obi oy Sot ee W ooDWORKING 
F.4 wo ay strip that is just the 


* Sensible size, plastic base, INDUSTRY 


7k’ wide, 94" deep; attractive finish. 

Supplied in Standard, or De Luxe 
leather covered, models. —the technical monthly with the 
* An ideal gift idea . . . especially 


with your company name engraved on — original, exclusive editorials 
the base or gold embossed on the 


Now! leather cover. Published by TRADE CHRONICLES LTD. 
Onder 7 Obtainable from ioners, office furnishers and 


department stores. Full details of prices, etc., for quantity orders with engraving, 109/119 Waterloo Road, London, SEI. Tel. WAT 3388 


from your usual supplier of advertising gifts or direct from the manufacturers : 


FONADEK (BRANSON) LTD., VIVIAN ROAD, BIRMINGHAM, 17. HARBorne 2267/8 
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MESSAGE TO ADVERTISING GIFT TRADE. 
HAVE YOU RECEIVED DETAILS OF THE 


a ee aia W/E 


—— a Sotta-Blotta 
DESK BLOTTER AND DIARY 
FOR 1957 
? 

IF NOT SEND FOR_ILLUS- 


TRATED PRICE LIST TO THE 
MANUFACTURERS. 


HENRY ELWINLTD 
(DEPT. A2) 
PLUMPTRE STREET 
NOTTINGHAM 
A QUALITY PRODUCT WITH YOUR CUSTOMER'S 
NAME AND ADDRESS INCLUDED AS REQUIRED. 


«FABRICATORS 


IN ANY PLASTIC MATERIALS 


port ryt + ‘ - 3 + i+ é 
PERSPEX-CELLULOID RULERS- CON xX LTDe 
NDARS-SHOWCARDS “f0F 41. BAECKNOCK RADE 
Teverhonts-cUL.4¢ 3077-2048 . 


SCALES-CA 
ADVERTISING NOVELTIES “ETc. 


oo mw, fe, rr 3B ’ c 


e EMBOSSING e LAMINATING 
eGOLDBLOCKING ePOCKET CALENDARS 
eCUT-OUTS e@CALCULATORS 
eSTAMPING eKEY-FOBS 
eMOULDING #PAPER KNIVES 

e ENGRAVING eTAPE MEASURES 


PERSPEX LETTERS AND SIGNS. 


Make Ideal Advertising Gifts 


Day and Data 


Year's Calendar on from 
sheet 


Spaces for day's engagements 

Memo sheets for preceding 

days 

Business maxims for each dap 

Three Months’ Calendar oe 

every sheet 

Self-Locking Rods for holding 
sheets 


, Dated sheets for coming days 
of year 


Current day's sheet 


Strong Stand 
—useful year 
after year. 


he le ed 


Write TODAY for Leaflet and Quotations to:— 
Shaw Publishing Co. Ltd., Mercury House, 
Waterloo Road, London, S.E.! 


“SYSTEM” Desk Diaries 


| ADVERTISING 
GIFTS AND 
NOVELTIES 


| Mirror printing 
| upon wall calen- 
dars is a sure way 
of bringing the 
| name and the mes- 
sage before people 
| all the year round. 
| In this case the 
| calendar comes 
| from Novolor Ltd., 
who specialise in 
mirror printing. 


may be moved from place to 
place wherever they will best link 
two busy persons who need to be 
in instant direct contact. The flex 
which connects the two speaking 
units can be of any desired length 
up to 500 feet. 


Making the contact 


An unusual feature of the in- 
| strument is connection without 
| signal from the master unit. 
| Merely by touching a button the 
operator on the master unit is 
instantly in listening and speak- 

ing contact with the person or 
| persons on the sub-unit end. The 

sub-unit operator must signal 
| before he can make contact with 
| the master unit. 

Maintenance is next to nothing. 
The batteries need to be replaced 
every six months or so according 
to the frequency with which the 
| set is used. 

A new type of 
been produced by 
| Mat Company. 


drip mat has 
Tresises Drip 
Called “AL 
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SEPTEMBER 21, 


sorbo” mats, the company report 
that they are being used more 
and more by advertisers other 
than beer and soft drink manu- 
facturers. 

All types of drip mats are 
exceptionally good advertising 
aids as they are seen by such a 
wide variety of people who read 
them in their leisure moments 
—when they are very often look- 
ing for a subject of conversation. 

From the same company, 
comes a new ashtray made from 
toughened glass with specially 
designed cigarette slots and of 
perfect size for public use. 
They can be badged on the base 
in up to four colours and even in 
quite small quantities can cost as 
little as two shillings each includ- 
ing purchase tax. 

During the past few months the 
company has found that their 
place cards have risen to high 
demand status, and they have 
pointed out that while the formal 


@ Continued on page 53 


EVE-GLASS TISSUES 6 


SILK: NYLONS 


+ oe coe 
HYGIENE 


STYPTIC 
PENCILS 


Advertising booklets of all kinds (styptic pencils, ladderstop pencils, 


eye-glass tissues, etc.) can be obtained from Sudderick & Co., Ltd. 
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The “Londoner's” diary from R. 
Sculthorp & Co., Ltd., is bound 
in red leather. 
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ADVERTISING GIFTS AND NOVELTIES 


A wide range to suit all 
advertisement needs 


ones are more suited to cigarette 
and drink manufacturers, those 
designed for children and Christ- 
mas posters convey an advertis- 
ing message right into the home. 

The distinguishing feature of 
gifts produced by Novolor Ltd. 
is the incorporation by the unique 
mirrot-print process of captions, 
illustrations and designs into 
glass, which is the basic material 
used. 

Mirror printing is a highly 
sensitive process which repro- 
duces with a fidelity equal to 
that of the camera. Layouts, 
whether half tone photographs, 
line drawings or lettering, are 
actually merged into the sil- 


“As simple as 
A BC” is how this 
telephone index— 
one of the “Execu- 
tive’ series — can 
be described. This 
attractive desk 
item is offered by 
British & Inter- 
national _Proprie- 
taries Ltd. 


vered under-surface of the glass, 
thus providing permanent and 
non-fading illustrations. 

A frequent Novolor reproduc- 


The Kedafon re- 
quires no_ installa- 
tion and is ready 
to use when it 
comes from the 
box. Instant loud- 
speaking contact is 
provided between 
two points. This 
picture shows the 
sub-unit. 


ADVERTISER’S WEEKLY 


tion scheme is to silver lettering 
and design on a coloured back- 
ground, but many people, alive to 
the attraction of mirror space, 
prefer to have the process re- 
versed so that the background is 
mirror. 

The range of gifts produced by 
the Novolor people include paper- 
weights, desk note pads and 
calendars, ashtrays, penholders 
and rocker blotters. Other items 

@ Continued on page 54 


INTRODUCING... 
be 


THE 


SERIES 


THREE 
NEW 
AND NOVEL 
ITEMS 


Regd. Design No. 875,302 


Perfectly moulded in plastic, embellished with decorative metal 
plates of artistic design highly polished untarnishable Gold and 
Silver finish. The ‘‘ Executive’’ Desk Set, the ‘* Executive ”’ 
Telephone Index and the ‘‘ Executive '’ Ash Tray are all attractive, 
reliable and efficient in use. 


All may be suitably engraved for presentation and each may serve 
separately as a handsome gift. 


Full details and illustrated Leaflet on request. 
Patented All Over The World 


HARTLEY REECE & CO. LTD., 292 HIGH HOLBORN, LONDON, W.C.1 
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reaching 


130 


world 
territories 


The New Style 


TOY TRADER 


& EXPORTER 


MESSAGE 


specimen copies 
on request to: 


SPEIGHT PUBLICATIONS 
(LONDON) LTD. 
Chansitor House, Chancery Lane, 
London, W.C.2 
Tel. CHA. 4569 


| 


A New Daily 


“AL KHALIJ” 


Those firms who have been 
anxious to advertise in the 
PERSIAN GULF will be 
pleased to learn of the first 
daily paper in the Gulf area. 
Published in Bahrain, its cir- 
culation area covers Kuwait, 
Dhahran, Qatif, Qatar, Shar- 
jah and Muscat. 

The readers of “Al Khalij”’ 
comprise literate Arabs, 
Yemenis, Osmanis, Jews, 
Indians, Pakistanis and 
Europeans. 

Further information from the 
Sole Agents: 


G. D. Young 


Overseas Publicity & 


| 


MUST 


CARRY YOUR. 


Service Agency Ltd., 


29 Oxford Street, W.1. 
GERrard 0737 


PRINTING, PRESS AND 


celebrates its first 
birthday this month. 

© 
In its first year it has 
made many friends with 
its lively and informative 
contents. 


IT WANTS TO MAKE 
MANY MORE 


Why not buy a copy this week and 
give yourself a treat ? 


Price 9d. 
110 FLEET STREET, LONDON, E.C.4 


PUBLISHING NEWS ___ 


54 
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ADVERTISING GIFTS AND NOVELTIES 


New designs in 
drip mats—bearing 
the names of 
ladies—are now 
available from the 
Tresises Drip Mat 
Company. 


are a larger perpetual wall calen- 
dar, a thermometer and a circular 
barometer. For mass gift and 
premium schemes they offer de- 
corated pocket mirrors (single- 
sided or laminated) as being 
eminently suitable. 

Among the wide range of top- 
class steel articles produced by 
Wilkinson Sword Ltd. with a 


| special eye on the gift market are 


the nail nippers offered at a sur- 
prisingly low price. All kinds of 


| penknives (some fitted out with a 


very complicated variety of 
folded-in tools) are also available 


| from this distinguished firm 


acquiring stee] tapes, 


Anyone specially interested in 
key cases, 
and desk 


propelling pencils, 


| blotters for advertising gifts and 


| a new precision sharpener. 


| mark. 


novelties purposes would do well 
to consult the list issued by the 
Carter Advertising Supply Com- 
pany, of Glasgow. They also 
have an attractive line of mani- 
cure sets and folding scissors. 


Attractive sharpener 


A special item being we 
this year by Maclaurin & Co., 
This 
comes fitted with a xylo or pearl 
handle making it only six inches 
long overall. This article will 
sharpen any type of table knife 
with serrated edge, as well as 
penknives and scissors, merely 
by two or three firm strokes. It 
may be argued that this is very 
much a domestic article and 
therefore not altogether relevant 
for advertising gift usage. Such 
an argument would, however, 
overlook the impression the 
sharpener would make upon the 
wife of the man to. whom it is 
given. 

An item of interest from Scul- 
thorp Sawyer Ltd., is their 
“Timely” perpetual calendar, 
which is now produced in pastel 
shades of green and blue as well 
as in ivory, black and grey. This 
calendar particularly lends itself 
to a permanent advertisement 
carrying a name and/or trade 


alloons, drip mats, ete.— 
can carry messages 


Other gifts produced by this 
firm are pocket, desk, wallet and 


treasury note case diaries, note 
books, general desk requisites and 
a wide range of items which are 
suitable for distribution during 
the whole year. 

The appeal of a balloon never 
fades—and they can advertise 
everything from a motor spirit to 
a line of furniture. The “Ariel” 
brand are obtainable from Lewis 
Knight and Company (who have 
stressed the low cost nature of 
this form of publicity) and simi- 
lar supply services in respect of 
“Gartex” balloons are offered by 
Young & Fogg Rubber Co., Ltd. 

The Winel “Jotta-Blotta” desk 
blotter and diary issued by Henry 
Elwin Ltd., can be made to bear 
the donor's name and address 
and provide the recipient with a 
constant reminder not only of his 
engagement dates but also of the 
services the donor can render. 

Everything in the way of busi- 
ness gifts (ranging from a mag- 
netic memo pad which holds the 
pencil in position ready for imme- 
diate use, to paper knives and 
desk sets) are to be had from 
Elk & Co., Ltd, who have 


recently opened new showrooms 
in Kensington. 


A collection of message-bearing 
balloons from Lewis Knight & 
Company. 
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18 Penrectty sizee A-B-C curs z 


distinctive 
compelling 
displays (2<& 


50 lit 
*® look Saeae, () 


These wirework display aids are 
designed by Wm. Potter to arrest the 
eye of the shopper and to throw all 
emphasis on the product being 
displayed. Each display is light, 
manageable and robust, yet 
distinctively designed and constructed 
to show off each type of product. 
When next you consider * point of 
sale ’ material, call on Wm. Potter; 


ARISTON 
they will prepare designs and DE LUXE 


m re ” ta Genltem 


estimates for any quantity for any 
product. 


Wm. POTTER 
WIREWORK 
DISPLAY 


AIDS 
SELL 


Wm. Potter & Sons, Aidersgate Works, Feisham Road, London, S.W.15. Phone: Putney 7711 
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NET SALES Art | Bes 37 9) WEEKLY (ABC) 


London Representative 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (Fleet St. 2626) 
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THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


NET SALES 


44,509 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 


Phone : HOUnslow 0016-7-8 
London : George Jackson, 
Clifford's Inn, E.C.4 HOL 36!! 
Founder Member London Suburban 
and Home Counties Press Group 


WE SUPPLY 
SAMPLES 
from 
U.S.A.and ELSEWHERE 
of 
PRODUCTS YOU WANT 


We obtain and send them 
to you. Write for Free 
Descriptive Bulletin. 


CONTINUOUS SAMPLES SERVICE 


DEPT. EN-87, 
684 BROADWAY, 
NEW YORK, 12, N.Y. 
Est. 1924 


We have a few choice territories 
open for representation 


: = 
“CLASSIFIEDS "’ 
PULL in 
Advertiser’s Weekly 
Phone yours to WATERLOO 3388 


eerne 


When advertisers turn so over- 
whelmingly to an eleven news- 
paper market the reason is clear. 
That Group is the richest source 
of sale. 

Let the Home Counties News- 
papers sales force help you make 
the most of your appropriation this 
prosperous area has to offer you. 


GET THE FACTS TO-DAY FROM 
WILL KITCHEN Jnr. LTD. 


HOME COUNTIES 
NEWSPAPERS GROUP 


A.B.C. Net Sales Jan. June 140,285 


PER 
$/;COL 
INCH 


Represented in London by 


WILL KITCHEN, Jnr. LTD. 


131 Fleet Street, E.C.4. 
Head Office LUTON. 
Advertisement Manager 


Fleet St. 1960 
Phone 5050 
Cc. W. Gilder 


proof 
before 


_insertion 


The ultimate proof of a technical journal's 
worth is the originality and absorbing 
interest of its editorial contents for those 
for whom it caters. 


«THE WATER & SANITARY ENGINEER” 


stands far ahead if your market is the 
sewage works and borough engineer or the 
water-works engineer. We shall be pleased 
to offer proof and specimens on application. 


DALE REYNOLDS & CO. LTD. 


32 Finsbury Square, London, E.C.2 
Phone MONarch 154! 
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The Scrap Heap in Barrow has 


been replaced by something that 


is a credit to advertising— 


Poster industry gets 


bouquet for a change 


HE outdoor advertising in- 
dustry has many opponents 
in both low and high places. 
And rarely, outside of the trade 
press, does one see any recogni- 
tion of the way in which many 
dreary and dismal locations 
have been transformed, virtu- 
ally overnight, by intelligent 
and tasteful poster displays. 
An exception was the recent 
comment in the North-Western 
Evening Mail, which circulates 
in and around Barrow. 
Said its “Mail Man’s Diary”: 
“There has . been favour- 
able comment on the changed 
appearance of that corner of 
Dalton Road, which has, for 
many years, rejoiced in the title 
of The Scrap Heap. Here 
private enterprise and _ local 
authority have co-operated 
with success and by using the 
site as a poster advertising 
station, have transformed the 
appearance. 
“There is another instance near 


| the junction of Abbey Road and 


Hibbert Road where a paved 
court has taken the place of part 
of a builder's yard and another 
modern poster advertising  sta- 
tion, complete with public seats, 
has appeared.” 


Surprise for company 


Sheldons Ltd. (whose  sub- 
sidiary, Barrow-in-Furness Poster 
Advertising Co., were responsible 
for the displays), were so sur- 
prised at seeing their work appre- 
ciated in public places that they 
wrote to me, saying: . it is 
very refreshing when one comes 
across a pat on the back instead 
of condemnation.” 

The new look of Barrow's old 


JOHN ROBERTS 


“Scrap Heap” corner is pictured 
below, 


New contest angle 

NEWSPAPERS FIND it difficult 
to think of original competitions. 
Here is one which is, if not 
entirely new, at least a little 
different. 

The Aberdeen Bon-Accord and 
Northern Pictorial featured a 
whole page aerial photograph on 
which was marked the location 
of 23 shops situated in Aberdeen’s 
Union Street—each store being 
given a little white cutout panel 
containing its name, business and 
address. 

Each store co-operating in the 
contest had a special window 
display—in which was to be 
found one item not normally 
sold by such a business. For 
example, a confectioner might 
include a golf ball in a display 
of marshmallows. Readers enter- 
ing for the competition (called 
the “Bon Accord’ Treasure 
Trove’) had to visit each shop 
and spot the article which was 
out of place in the window 
listing the 23 items on the form 
provided in the newspaper. 

There was a prize of £10 for 
the correct answer and it could 
be won outright, or shared. 


@ Continued on page 57 


This used to be called the “Scrap Heap” area of Dalton Road, Barrow 
—until the Barrow-in-Furness Poster Advertising Co., a subsidiary of 
Sheldons Ltd.—got to work and built a modern poster site. 
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Two newspapers celebrate | 
important anniversaries 


feature in 
the participating shops who 
took part must have been 
rewarded by many new faces 
looking into their windows and 
no doubt, increased sales. 


Featuring the inns 


THe WOLVERHAMPTON Express 
and Star—that virile Midlands 
paper known for its imaginative 
advertising features—hit on a 
most interesting idea for a recent 
issue: a double page spread 
devoted to hotels and inns located 
in the paper’s circulation area. 
As a result, 19 advertisers each 
paid for a space approximately 
three inches square which showed 
by line drawing some interesting 
aspect of their establishments, 
accompanied by details of facili- 
ties offered. 

Between the title “Where Shall 
We Go?” and the sub-title “A 
reader's guide to inns of interest” 
(situated in the centre of the 
spread) was a map showing the 
location of each hotel advertised. 

An excellent project and well 
carried out. 


Read by Royalty 

A NEWSPAPER which had the 
Prince Regent among its first 
readers, the weekly Brighton and 
Hove Herald recently celebrated 
the 150th anniversary of its first 
publication. The first issue was 
on sale outside the Royal 
Pavilion on September 6, 1806, 
and a copy was taken to the 
Prince. 

For the past 22 years the paper 
has been controlled by W. T. 
Curtis-Willson, chairman and 
managing director. Mr. Curtis- 
Willson, who was blinded in the 
1914-18 war, is a past-president 
of the Newspaper Society, and a 
member of the Press Council. 
His only son, Captain te 
Curtis-Willson, died in 1945 from 
wounds received while flying as 
a pilot in the Air Observation 
Post Squadron of the Royal 
Artillery attached to the Ist 
Canadian Army. 

The birthday issue was cer- 
tainly an impressive piece of 
work. Running to 32 pages it 
had on the first a letter from Her 
Majesty who sent “to all con- 
cerned in its publication her 
warm congratulations on the 
completion of its first 150 years 
and her good wishes to all its 
readers.” 

Inside, the leader pointed out 
that a century and a half is a long 
time “and many great events have 
occurred which have shaped the 
destiny of our country, yet it is 
not with the great events that we 
have been primarily concerned. 

“Our task, as we see it, is to 
mirror the life and happenings 
tn the area where we circulate. 


It was, of course, an adver- 
and 


Our news is of neighbours, of 
the intimate occurrences with- 
in our own towns, ‘parish 
pump’ news which could not 
be gleaned from any other 
source than that of a purely 
local newspaper. Our tradi- 
tions have been built up on 
this service to our neighbours, 
and on this very special birth- 
day we renew our dedication 
to that service. 

“To all our readers we ex- 
tend our grateful thanks for 
their support, and we hope 
that they will find in this birth- 
day celebration a share of our 
pride in the attainment of this, 
to us, very important date in 
our history.” 

And reading through the issue 
it is very reasonable to suppose 
that they would, 


Presenting the management 


PICTURES GALORE was the for- | 


mula adopted by the Kentish 
Times when they came to cele- 
brate their anniversary—75 years 
this time. And pictures were 
certainly in order because they 
were of personalities who mean 
a great deal to the life of the 
county. Furthermore, there were 
pictures of “Three generations of 
Kentish Times management,” 
and their work was honoured in 
the following manner: 

“From a small village journal 
to the biggest newspaper in 
Kent—and one of the largest 
provincial weeklies in the coun- 
try. That is the story of the 
Kentish Times, which today 
publishes its 75th anniversary 
number. 
achievement has not ‘just hap- 
pened. Into the making of 
that story—which spans six 
reigns and includes three wars 
—have gone foresight, initia 
tive, hard work and dogged per- 


Obviously, such an | 


severance, often in the face of | 


difficulty. 

“The story has involved the 
labour and devotion of three 
generations of the Bassett 
family, who have guided the 
enterprise throughout its de- 
velopment. And it has also 
been considerably helped by 
the loyalty and co-operative 
effort of a continually growing 
staff in all departments.” 

The article then went on to 
point out that the progress of the 
Kentish Times has been coinci- 
dent with the development of its 
circulation area, for in the 75 
years of this newspaper's exist- 
ence north-west Kent has changed 
from a rural tract of quiet villages 
and small country and riverside 
towns, separated by long stretches 
of fields, farms and woodlands, 
to a thickly populated region. 
Most of the villages have become 
towns, several dignified by Royal 
Charter. 
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More Gopies for less Money 


Olives ‘COPYCLEAR’ Duplicator paper has been specially 
developed to reduce duplicating costs. It gives clean, clear 
reproduction with minimum wastage on duplicators of all 


makes. 
attractive tints. 


Olives 


OLIVES PAPER MILL CO 
Tas/omM 


*‘COPYCLEAR’ 


is available in white and five 

You can cut your duplicat- 
ing costs using Olives’ 
‘COPY ’ Duplicator. 


COPYCLEAR 


can be sm 
principal 


ied through all the 
lesale Stationers and 


Paper Merchants. Write today for a 
complete range of samples to:— 


LTo., 
WOOLFOLD, BURY, 


WOOLFOLD PAPER MILLS, 
LANCASHIRE. 


latgedt Net Sale in Kent 


-KENTISH TIMES > 


SERIES , 


The eight papers of the “KENTISH TIMES” Series 
have an intense coverage throughout 130 square 
miles of the County with an average weekly 
net sale (A.B.C.) of 


89,826 


PLAT RATE 26l« PER S/C INCH 


WARNES 
DIRECT MAIL SERVICE 


LONDON’S SPEEDIEST MAILING 
SERVICE. in today—out tomorrow 
Ask ~ representative 

to call. Keen quotations. 

Van Collections. 8191 /2/3 
WARNES, 10, Station Parade, $.W.12. 
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AUTOTYPE COMPANY LTD. 
Brownlow Rd., London, W.13. Ealing 2691 
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who sorts out your dilemmas? 


If you face a dilemma involving the use of some kind of paper or board, 
where do you turn for advice ? A word or two from an expert on paper matters 
will help you to make your decisions more confidently. 
The experts at Spicers have saved many firms many wasted pounds, 


many wasted hours. So simply : 


speak to Byars 


SPICERS LIMITED - 19 New Bridge Street - London EC4 . Telephone : Fleet Street 4211 
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THE GRAPHIC ARTS 


—a weekly news survey 


‘ARTISTIC STANDARDS LOW,’ 
SAYS ‘GRAPHIS ANNUAL’ 


In his foreword to the fifth 
volume of the Graphis Annual of 
international advertising art, pub- 
lished on Monday, Charles Ros- 
ner—who edited the book in con- 
junction with Walter Herdeg— 
deplores present-day artistic stan- 
dards in relation to press adver- 
tisements, point of sale, posters 
and television. 

“By and large,” he says, “in 
ratio to expenditure, artistic stan- 
dards are alarmingly low. The 
intellectual and presentation stan- 
dard of booklets and catalogues 
is one step higher. The adver- 
tiser’s attitude to the advertising 
of services seems to be slightly 
different from his attitude to 
direct sales advertising. 

“It is possible that services 
which are sold but not rendered 
over the counter—travel by sea 
or air, for example—are looked 


Winter talks for 


typographers 

Presswork, type face classifica- 
tion, school training for typo 
graphers and function of type are 
four aspects of typography to be 
dealt with in the programme of 
talks arranged for this winter by 
the Society of Typographic De- 
signers. 

The series of talks is announced 
in the form of a printed pocket- 
size folder that can be opened 
concertina-fashion and _ pinned 
flat on a notice board if required. 
All the talks, which will be held 
in the Monotype Lecture Hall at 
43 Fetter Lane, London, E.C.4. 
conform to views expressed at 
the annual general meeting last 
May that speakers should examine 
specific aspects of typogfaphy in 
greater detail. 

It is hoped that the famous 
editor of Caractére Annual, Maxi 
milian Vox, will be able to give 
the talk in October on “Type 
Classification,” but if this is not 
possible. James Moran, as 
the most informed person in this 
country on Monsieur Vox’s 
system of classification, will speak 
on the same subject. 


‘Victorian printing’ 

A series of eight weekly lectures 
on “Victorian Printing’ will 
begin at St. Bride Foundation, 
Bridge Street, E.C.4. on Tuesday 
evening, October 16. They will 
be presented by the University of 
London’s department of extra- 
mural studies, in association with 
the St. Bride Foundation Printing 
Library. Fee for the course is 
12s., or 2s. for a single lecture. 


upon in a slightly different light. 
a modification of the ‘cash and 
carry’ attitude to tangible goods.” 

Discussing the present - day 
trend away from formalistic pre 
sentation into the freedom of a 
more personal expression, he 
says: “The balance in favour of 
more drawing and less photo 
graphy in the largest advertising 
medium of all—press advertise 
ments — shows that the trend is 
spreading. It is _ particularly 
noticeable in the United States. 
where the partial displacement 
was bound to be a more difficult 
task as there the standards of 
photography are higher and its 
use Is more widespread than in 
any other country.” 


From 22 countries 


This 1956-57 edition of Graphis 
Annual follows along the lines 
of previous works in the series 
presenting a first-class selection of 
posters, press advertisements. 
booklets, book and magazine 
covers. packaging, etc. from 22 
countries 

In every instance, acknowledge 
ment is made to designer. agency 
and printer, and all captions 
appear in three languages: 
English, French and German 

Containing 789 illustrations. 89 
in colour, the printing quality of 
this famous annual more than 
equals the high standard set in 
earlier years It is available in 
Britain through Sylvan Press 
Ltd., price £3 15s, 


‘Printing for 
packaging’ 


lecture 


H. H. T. Alway, chief chemist 
of E. S. & A. Robinson Ltd., of 
Bristol, is to speak on “Printing 
for packaging—with special refer 
ence to the spirit type inks”—at 
this year’s Annual Lecture of the 
Technical Training Board for the 
printing ink and roller making 
industry 

The lecture will be given on 
Wednesday. October 3.at 6.30 p.m 
in the Royal Institution. 21 Albe 
marle Street, London, W.1, and 
will be followed by refreshments 

As it is felt that there are many 
others besides students following 
courses In printing ink and roller- 
making technology who would be 
interested in attending the lecture, 
the Board has extended to them 
a cordial invitation to be present 
They are requested to apply for 
admission cards to the secretary 
of the Board at Burley House, 
Theobalds Road, London, W.C.1. 


One of the first Eust European 
posters to be printed by a British 
firm and handled by a British adver- 
tising agency, this Polish poster, 
advertising the stand at the British 
Food Fair, was displayed on London 
tube stations igency handling the 
arrangements were Baron Moss 
Advertising Lid., priniing in five- 
coiour Stia-screen being carried out 


by G. & B. Arts Lid. 


Oxford Press 
printer dies 


John Johnson, printer to the 
University of Oxford from 1925 
until 1946, died last Saturday at 
the age of 74. During the 21 
years he held the office he made 
many structural alterations, intro- 
duced the “closed-house” 
principle of working. and was 
responsible for developing the 
capacity of the Oxford Press so 
that it could cope with the large 
volume of work assigned to it 
during the second world war 

He was given the honorary 
degree of D.Litt. on the comple- 
tion of the Oxford English Dic- 
tionary in 1925, and was an 
honorary Fellow of Exeter col- 
lege. He was appointed CBE in 
1945 
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Machine applies 
700 straps 
per hour 


Details of a machine which can 
apply 700 straps per hour while 
at the same time automatically 
compressing the material to be 
strapped are given in a recent 
issue of Packaging Abstracts pub- 
lished by the Printing, Packaging 
and Allied Trades Research As- 
sociation. The unit is especially 
suited for such uses as closing 
and reinforcing overlap flap 
slotted containers ; bundling pre 
fabricated finished woods, milled 
lumber, sheet metal and extruded 
parts; bundling hardwood floor 
ing and reinforcing cartons con- 
taining high weight-loads. Pack- 
ages up to 12 in. by 12 in.—of 
any length—can be handled 

Other machinery developments 
reported include a new polyethy- 
lene bag filler and sealer which 
will take any width bag ranging 
from 2 in. to 8} in. and operates 
at a speed of 30 bags per minute 
on 1 Ib. sizes and 20 per minute 
on § Ib. sizes; a stapler which 
will drive 120 staples a minute ; 
a portable wire stitcher which 
makes 200 stitches per minute ; 
and a hand-operated tablet count- 
ing and tube-filling machine. 

Film packaging 

In regard to packaging films. 
information is given about a new 
process to give polythene a 40 
per cent increase in tear strength. 
and a clear sterilisable film which 
resists chemicals and moisture. 
Of interest in a section dealing 
with tapes is an extra strong 
waterproof PVC tape with a 
tensile strength of 200 Ib. break 
ing strain for a 1 in. width. 

Among the items of more 
general interest are notes on a 
new dry process multi-ply board ; 
the use of electronics in package 
manufacture ; a cardboard pallet 
which will hold a 6,000 Ib. load ; 
and a web-fed platen machine for 
the production of seals and labels. 


BFMP’s ‘new look’ costing book 


“Completely rewritten in 
response to many requests to 
present the Federation Costing 
System in simple language. and 
far less formidable in appear- 
ance” is the description given to 
the twelfth edition of the British 
Federation of Master Printers’ 
costing textbook 

Federation Costing System has 
for more than 40 years been 
the handbook on costing practice 
in the industry for master 
printers. executives, administra 
tive staff, works operatives and 
students. Now the book re 
appears with new features. 
revised figures. improved 
examples. and with the forms 
incorporated in the text to 
simplify reading. 

As the introduction to the new 
edition says, “The complexity of 
business today. with constant 
variations in wages and general 
expenditure, increasing use ot 


expensive plant and machinery 
and growing keenness of compe 
tition, makes it essential fof every 
firm to have a detailed knowledge 
of its costs. A sound costing 
system can help in framing policy. 
in controlling and reducing costs, 
and in increasing — efficiency 
generally in a way which no 
management can afford to over- 
look.” 

Every printer will find this 
book an invaluable aid It 
explains in simple and concise 
terms what the Federation cost 
ing system is, how it works, anti 
the advantages to be gained from 
its use. 

Copies of the book may be 
obtained from the British Federa- 
tion of Master Printers, 11 Bed- 
ford Row, London, W.C.1, price 
25s. (post free); 20s. to members 
of the Federation; and 15s. to 
students attending costing classes. 
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GRACE SPOKEN 
IN WELSH 


AT the Apothecaries’ Hall on 
Monday evening I, along with about 
130 other people, murmured Amen 
to a grace of which we didn't 
understand a word. It was pro- 
nounced in Welsh by J. Gwyndaf 
Jones (Chester Chronicle), president 
of the Newspaper Society. 

At least, 1 assume it was grace 
and I assume it was in Welsh, but 
for all I know, Mr. Gwyndaf Jones 
may have been saying ““The Chester 
Chronicle has the best single-column 
inch rate in the country”! 

In the fine hall, with its portraits 
of Stuart kings and robed digni- 
taries, the Society was entertaining 
members of the Canadian Weekly 
Newspapers Association, whose first 
vice-president, G. C. Day, claimed 
that, with 535 members, it is the 
largest weekly newspaper organisa- 
tion in the world. 

The toast of the Dominion of 
Canada was proposed by Com- 
mander Allan Noble, Under Secre- 
tary of State for Commonwealth 
Relations. Responding, F. P. Gal- 
braith (Red Deer Advocate, Alta) 
mentioned that three members of 
his association present had been 
among those who visited Britain 32 
years ago as guests of the Society 


* * * 


ONE of the youngest prizewinners 
in this year’s British Handicrafts 
Competition was Janet Thomas, 22- 
year-old visualiser at Charles F. 
Higham Ltd. She was awarded a 
bronze plaque for her achievement 
as runner-up in the pottery section. 

Janet is the dark-haired attractive 


eal 


Janet Thomas (/eft) is presented with 

her award, a plaque, by actress 

Peggy Mount at the Handicrafts 
Exhibition at Olympia. 


daughter of C. H. Thomas, general 
manager of the record division of 
EMI. An accident while preparing 
her pottery kiln in the back garden 
of her Northwood home last Decem- 
ber nearly put an end to her pot- 
tery work She spent some time in 
hospital with a badly _ lacerated 
thumb and decided not to go on 


with her art studies. Instead she 
started work at Highams. 
The contemporary vase with 


which she carried off second prize 
—competing against craftsmen from 
as far afield as New Zealand—had 
already won a prize at a local show. 


a gtoup of nine | 


influential newspapers 
AB.C. Weekly Net Sales 


120.911 


Associated Kent Newspapers Ltd. 
LONDON: E.W.PLAYER LTD., 30. FLEET ST.EC4. 


PRO made honorary 
Nigerian chief 


Q@NE of the few Europeans to 
have been made honorary chiefs by 
the natives of Nigeria, is back home 
in Churchtown, Southport. He is 
Tom Knowles, who has held a post 
as PRO to the Eastern Region De- 
velopment Corporation. 

Known throughout Nigeria by 
the name of “Onyeji’’ (the traveller), 
he has made more than 300 broad- 
casts on subjects ranging from 
athletics to Government propa- 
ganda. 

* * * 


"THE PRO to Crosse and Black- 
well Ltd., V. Crosse, has been tell- 
ing Northern grocers how much of 
his time is now taken up giving 
informal talks on the history of 
the 196-year-old firm, to organisa- 
tions within 50 or 60 miles of 
London. 

“I started these talks in 1948,” 
he told me. “As PRO I felt that 
the best thing I could do would be 
to meet the actual consumer but, 
to be quite frank, I was not sure 
if anybody would be interested in 
hearing the history of the old firm.” 
Well, he has just given his 794th 
talk. He still has “just on 100 talks 
booked” and for certain Wednes- 
days “a queue has formed for dates 
in 1958.” 

It is estimated that more than 
40,000 consumers have listened to 
Mr. Crosse’s talks 


* * * 


Lintas Lid. provided three members 

i M. E. Swanson, C. } 
De Barcaye, and J. Smith—of an 
all-woman civil defence team of four 
chosen to demonstrate fire-fighting 
to an international course of students 
at a civil defence training site in 
Moor Lane, London. 


* * * 


MEANY advertising personalities 
were among the guests at a party 
last week to wish “Good luck” to 
Ernest Walker, managing director, 
Rumble, Crowther and Nicholas 
Ltd., who flew to the United States 
on Monday. Mr. Walker will be 
away for about a month and will 
visit clients and study certain aspects 
of the American advertising scene. 

Among those whom I noticed at 
the party were Maurice J. Buck- 


master, Ford Motor Co., accom- 
panied by H. A. Denne, newly 
appointed director of — sales; 


C. W. V. Truefitt, of Associated- 
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<<. 


E. M. Jefferson, director of Glovers 
Advertising Lid., Bristol, while on 
a business trip to USA, chats with 


the new iss America for 1957, 
Marian Ann McKnight. Jn Novem- 
ber the new “Queen” will appear at 
a fashion show which Glovers are 
arranging in London. 


* * * 
Rediffusion Ltd.; Leslie Needham, 
of Beaverbrook Newspapers; G. K. 
LeFevre, Daily Mirror; Cmdr. A. 
Robertson MacDonald, Provincial 
Newspapers; R. H. Penney, North- 
cliffe Newspapers; John Rosswick, 
Daily Herald, W. Memory, News 
Chronicle; A. W. Burnett, Amal- 
gamated Press; John Coope, News 
Chronicle; Michael Renshaw, Kems- 
ley Newspapers; and J. L. Verrin- 
der, Punch. 


MP on tour for 
PR company 


REPRESENTING the _ seaport 
town of Sunderland, Paul Williams, 
MP, a director of Hodgkinson 
Partners Ltd., the newly formed 
public relations company, has been 
visiting Israel on a 10-day fact 
finding journey. He is making a 
study of Israeli port facilities and 
inland waterways. 

Aged 33, Mr. Williams created 
political history in 1953 when in a 
by-election at Sunderland South, he 
turned a Conservative deficit of 300 
into a gain of 1,200. Not for over 
50 years had a party in power won 
a seat from the opposition. 

Mr. Williams, who is also a direc- 
tor of Transair, the air charter com- 
pany, is married and has two 
daughters. 

The chairman and managing 
director of the new PR company. 
Colin’ Hodgkinson, is another 
Douglas Bader. He lost both legs 
in an air collision while training in 
the Fleet Air Arm but started flying 
again in 1941 and, with his two arti- 
ficial legs, went on many operations. 
Taken prisoner, he succeeded 1n 
etting back to this country to 
y Spitfires for the rest of the war. 
He ‘is now air correspondent of 
Associated-Rediffusion Ltd. 


CONTACT 


WEEK'S WISECRACK 


“ Where's 
Gone to Cannes for the 
Film Festival.” 


the Colonel ? 
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ADVERTISER’S WEEKLY 


More and more advertisers are getting wonderful results from 
My Story, the new ts. 3d. monthly with the big pull. Read the 
latest unsolicited tribute. 


only £50 per page! 


A-H*McISAAC - ADVERTISEMENT DIRECTOR -: ARGUS PRESS LIMITED 
16 TEMPLE AVENUE - LONDON ~ E:C-4 + FLE 35% 
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ADVERTISER'S WEEKLY 


PUBLICATIONS IN THE NEWS 


New electrical 
monthly 


The first (September) issue of 
Electrical Energy has been pub 
lished. The new monthly is aimed at 
the professional electrical engineer 
engaged in research, development, 
design and manufacture. Advertise 
ment rates are £45 a full page, £24 
a half-page, £13 a quariecr-page and 
£7 for an eighth-page. all with series 
discount. The firsi issue contained 
21 pages of advertisements 

* x * 

The September issue of Home 
Economics is record, containing 
more editoria! and advertising pages 
than ever before 

* + * 

The issues of Autosport dated 

October 12, 19 and 26 will give 


special coverage of the Motor 
Show. The first issue will contain 
a preview of Earls Court, and a 
full report on the Paris Salon. The 
issue of October 19 will be the main 
Show number with a song 
cover The October 26 issue will 
contain a feature on new cars and 
car accessories seen at Earls Court 


* * 

The New York Herald Tribune 
is to publish in its American and 
European editions a special section 
on the Federation of Rhodesia and 
Nyasaland. The section will be in 
the American edition on Sunday 
November 11 and in the Eur ween 
edition on Tuesday, Novem! 


In addition to a preview of the 
1957 caravans at the Motor Show, 
the October issue of Modern Cara- 
van will carry a feature on the new 
Berkeley sports car 

* * * 

Aldridge Press Ltd. have been 
appointed advertisement representa- 
tives for Safari, the new foreign- 
adventure magazine—out on Octo- 
ber 15—published by Weider Publi- 
cations Ltd 

* * * 

A readership survey recently 
carried out by the monthly Young 
Elizabethan, answers a number of 
questions about young people in 
higher-income households. What 
are their favourite sports, their 
favourite hobbies? What musical 
instruments do they play? What 
brands of sweets do they prefer? 
What toothpaste and what soap do 
they favour? What are they “in the 
market for’? The information is 
available to advertisers in the form 
of a folder compiled by an indepen- 
dent business consultant and obtain- 
able from Periodical Publications 
Ltd 

« “« a 


“Success stories’ from readers all 
over the country will be given in a 


special two-week survey of the 
results of the “Successful Slimming” 
course, beginning in Woman next 
week. The issue, which will also 


contain an enlarged edition of the 
Woman Pocket Weight Controller, 
will be supported by national press 
advertising, including a full page in 
the Daily Mirror. 


witeiz Pana thnasiwal 
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BUILDS 


LONDON 
73, Grosvenor Street, London, W.1 


Telephone: GROsvenor 8228 (3 lines, 


4 i. 
ADVERTISIN a 
ak |: : 


Over 70 advertisers use Roe Outdoor Advertising Limited 
for poster and transport advertising, signs, displays, 
films, and exhibitions throughout the country. 


ROE OUTDOOR ADVERTISING LIMITED 


i 
3 


MANCHESTER 
20, St. Ann’s Square, Manchester, 2 


Telephone: BLAckfriars 9786 
(4 lines) 


4 sand T fan \wning 
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In the October issue of Good 
Housekeeping will be a_ 16-page 
hoocklet about bread, produced in 
association with the Flour Advisor) 
Bureau, and a \6-page feature on 
‘new ideas for old kitchens.” 
* * * 

The official journal of the Federa- 
tion of Master Builders and the 
Master Builders’ Federation, The 
Master Builders’ Journal, celebrates 
its first birthday this month. The 
first issue was published on Septem 
ber 14, 1955 The journal is now 
64 pages and cover with a four-page 
art insert every other month and 
the print order 11,600 


copies 

Letters sent out to advertisers and 

agents annot ng the anniversary 

have had a smal! candle attached 
* * a 

In the October issue of Mother 

will be a 24-page fr “Handbook 


of Home Nursing and First Aid.” 
The issue will be backed by advertis 
ing in the provincial press and in 
Odhams publications including 
Woman and Everywoman. 

* * * 


‘Midwives Chronicle’ 
increases ad rates 


“Increased production costs” and 
expanding circulation have caused 
the Midwives Chronicle to in 
crease its advertising rates from 
October 1 to £16 10s. a page (from 
£15), £8 15s. a half-page, and 
£5 7s. 6d. a quarter-page. Classified 
rate is £1 per single-column inch 
The subscription rate will also be 
increased on October | to 10s 

* * * 

From this week's issue, Motor- 
cycle News is being printed and 
distributed by East Midland Allied 
Press Ltd. from their Peterborough 
plant. Circulation and distribution 
will be handled by Angling Times 
publishing | staff Cyril Quantrill, 
founder-editor of the paper, will 
continue as editor. The paper will 
in future consist of eight larger 
pages, but the price, terms and 
advertising rates remain unaltered. 
Advertising will continue to be 
handled by Magazine Advertising 
Lid 

+ 7 * 

Included in the October autumn 
fashion number of Everywoman 
will be an eight-page pull-out sup- 
plement, “Guide to Autumn 
Fashion Shopping.” Advertising in 
the national and provincial press 
will support the issue. 

+ * * 

This week's 104-page Furnishing 
World contains a supplement on 
High Wycombe supported by 75 
display advertisers. 
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We Hear 


Hodgetts Ltd., publishers of “The 
Medical Officer,” are also acting as 
publishers until further notice of 
“Public Health,” monthly journal of 
the Society of Medical Officers of 
Health. 


* * 
“Song of Norway” will be pre- 
sented by the Hornsey Operatic 


Society at the Scala Theatre on 
October 10. Proceeds will be in aid 
of the Printers’ Pension Corpora- 
uon. 

* . * 

The directors of Portsmouth & 
Sunderland Newspapers Ltd. have 
declared an interim dividend on the 
Ordinary stock for the six months 
ended September 30, 1956, at the 
rate of 10 per cent less income tax 
(same). 


a 
> 


* * 

Public relations for Smiths Clocks 
& Watches Ltd. is now being 
handled by P. J. Hindle-Briscall, a 
public relations consultant, and by 
Scientific Editorial Services Ltd. 

io - * 


Mayfair Coasters is the name 
given by the Tresises Drip Mat 
Company to a new series of drip 
mats, illustrated with colour draw- 
ngs of girls’ heads, by a number of 
artists. They have been designed 
to be of particular use with cock- 
tails. 


Bus revenue 


Nottingham Corporation re- 
ceived £20,049 from advertising 
rights on its buses in 1955-56, com- 
pared with £19,254 in the previous 
year. 

* * * 

Berlei are issuing a quarterly 
bulletin to all those who have 
obtained their final certificate as 
Berlei fitters. It is intended as a 
link with the Berlei schools and as 
a refresher course in fitting. 

* * * 

Peter Collins Press Services Ltd 
have been appointed to handle all 
press and public relations for the 
Association of Supervising Elec- 

il Engineers 

In addition they will also handle 
PR for the 1957 Electrical Engineers 
(ASEE) Exhibition, at Earls Court, 
April 9 to 


St. Bride’s 


Times of services at St. Bride's 
Church, Fleet Street, will now re- 
main constant each week instead of 
being held at different times on 
the second and fourth Sundays in 
the month. Services are now: Holy 
Communion 8.30 a.m.; Matins, 
Holy Communion and = sermon 
11 am.; and Evensong and sermon 
6 p.m. 

7 * * 

Rouma & Co.,. an Amsterdam 
agency, have started a marketing 
and merchandising department. 


G. A. A. van de Put has been 
appointed to organise this new 
division. 

* * * 


The John Bretton PR Organisa- 
tion have been appointed PR con- 
sultants to the Darlaston Galvan- 
ized Holloware Co. of Wednesbury. 
Staffs. 

7 - * 

In a cricket match between S. H. 
Benson Ltd. and Dudley, Turner 
and Vincent Ltd. at the Old 
Finchleian Ground at Southover 
Benson's, 95 for 6 (Harry Louis 41 
not out), narrowly defeated the 
DTV side by 12 runs (Gernat 39). 
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Our clients include : 


HOOVER (WASHING 
MACHINES) LTD. 


SHELL MEX & B.P. LTD. 
SHELL PETROLEUM 

co. LTD. 

ALEXANDER DUCKHAM & 
co. LTD. 
INTERNATIONAL 
HARVESTER GREAT 
BRITAIN) LTD. 


MASSEY -HARRIS-FERGUSON 
(MANUFACTURING) LTD. 


ESSO PETROLEUM 
co. LTD 
ROTARY HOES LTD. 


J. E. SHAY LTD. 
NATIONAL BENZOLE 
co. LTD. 


REGENT OIL CO. LTD. 


LONDON TRANSPORT 
EXECUTIVE 


ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
CO. LTD. 

LYONS & CO. LTD. 

\THE BRITISH LEGION 
PEPSI-COLATLTD. 
HELENA RUBENSTEIN 
LTD. 


associated transfers Itd 


it’s quicker — 
more brilliant — 
longer lasting 


Our unique experience in 
Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economica] way. 

HUNDREDS OF 
INDUSTRIAL 
APPLICATIONS 

include nameplates, operating 

instructions, diagrams, warn- 

ing notices, etc. 
BRILLIANT POINT-OF- 
SALE TRANSFERS 

are the most effective method 

of window advertising. 
DESIGNS 

Our process with the use of 

brilliant colours ensures per- 

fect reproduction of the most 
intricate designs. 
EASY TO USE 

No special skill is required for 

application. 

Solve your marketing and sales 
problems— 
Write or ring today: 


176-188 Acre Lane, Brixton, London SW2 
Telephone: BRIxton 2057 (4 lines) 


TRADE MARKS - WINDOW PUBLICITY - PRODUCT LABELLING 
BULK CONTAINER MARKINGS * VEHICLE MARKINGS 
INSTRUCTION AND OPERATING PANELS - 

WIRING DIAGRAMS - WARNINGS * NOTICES, ETC. 


CALIBRATIONS 


ADVERTISER'S WEEKLY 


NO MORE ‘FLAPS’ 


with this streamlined system 
of progress control 


What's the biggest headache in advertising? 
Well that’s a point on which the Advertising Executives 
liffer from the creative staff...the Agency 


f the chief worries is—time. 


ction, with these and many other 
hs time 


For such an essential problem there can only be one answer 


a system ot streamlined progress control, 


\nd here it is—a method by which every job is pin-pointed 


stage by stage with no fear of a missed deadline .. . no‘ flap’ 


no duplication. Work progresses smoothly—quickly 


efficiently 


\nd it iscompact. In place of a mass of papers, books, memo- 
hide more than they disclose, there is a slim panel 
in a drawer and yet contains the full 
story of all your advertisements 


or book that fits snugly 


With the book opened, visibly-edged cards will show exactly 
how each job is progressing . . 


the deadli 


. coloured signals will spotlight 


1e for each stage from space-order to insertion while 


a finger-flip will reveal the entire history of every job. 


Press insertions leaflets .. 


... film and television 
advertising can all be tightly controlled by this system which 


posters 


is equally suitable for agency or advertising dept. 


\dditional records will give you a complete analysis of the 
yearly appropriation . . . details of cost per insertion, enquiry 
and sale the pulling power of different media and all other 


relevant details. 

I his system has been devised by advertising men for advertising 
men. Every problem that can arise has been probed and 
Its efficiency is proved by the fact that advertisers 
and agencies throughout the country have found it invaluable. 


answered 


For full details just write ‘‘ Advertising Progress Control ’’ on 
your headed notepaper and post to the address below. 


(Shannon Systems) 
VISIBLY BETTER RECORDS 


THE SHANNON LTD. 
29, Shannon Corner, New Malden, Surrey. 
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ADVERTISER'S WEEKLY 


Enquiries: 


LESLIE MANDER, ADVERTISEMENT MANAGER, T.V. TIMES 
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Are you missing 
one side 

of every street 
in Manchester ? 


wis Evening Chronicle SS 


Ge GRE Ov otiamar eats wer coancti Alom-bor 


j 


900,000 readers every night... 
this great, growing 

evening paper is indispensable 
for the coverage of the 

vast Manchester market. 


ou can’t cover 
Manchester 
without the 
EVENING 
CHRONICLE 


ist 


in Britain 
FOR GROWTH 


45,830 extra copies in four years, 
Fastest-growing evening in 
Britain. 


3rd 


in Britain 
FOR SIZE 


ABC 295,729. Third-largest 
provincial evening sale. 


| 


Big press schedule during the winter 
for One-Minute Quaker Oats 


The new winter advertising campaign for One-Minute Quaker Oats opens 


on Tuesday with a half-page in the Daily Express. 


The campaign is built 


around the dreams, plans and ideas parents have for their children when 
they are grown up. The headline “Whatever you want your child to be. .. 
he'll grow up better on Quaker” is illustrated by photographs of children 
playing the flute, painting, dancing, etc., watched by their mothers 

The campaign will run right through the winter in national daily, and 
Sunday newspapers and weekly, general and Women’s magazines. 

New display crowners have been produced for window and counter 


displays. 


Designed to fit around small or large packets of One-Minute 


Quaker Oats, the display crowners feature three cartoon-type figures which 


appear to be running behind the packs. 


Each figure carries an umbrella 


with a message—“This Winter”—‘“Keep ‘em well and strong”—*‘Nourishing 


Quaker Oats.” 


Each cartoon figure and each message can be displayed 


separately or as a unit of two or three. 
Foote, Cone and Belding Ltd. are the agents. 


Drive to boost rum 


starts next month 


“Possibly the largest-ever press 
campaign for a branded rum” will 
be launched in mid-October by 
House of Seagram Lid., for their 
Captain Morgan rum. 

Large spaces have been booked 
and advertisements carrying the 


| catch phrase “Call for the Captain” 


will appear regularly in national, 
provincial and weekly papers and 
trade press. The campaign will last 
until March 1957. 

It will be backed by window dis- 
plays and point-of-sale aids for 
cocktail bars, public houses and off- 
licences. Direct mail promotion 
will be used for trade purposes. 
Agents John Hobson & Partners Ltd. 


New autumn shade 
for Revlon 


On Wednesday Revlon launched 
their lipstick and nail enamel shade 
which has been especially created 
for Autumn—a_ cherry-red, called 
“Cherries a la Mode.” 

Advertising includes double-page 
spreads in colour and black and 
white spaces in all leading women’s 
magazines and national, Sunday and 
provincial newspapers. A 15-second 
commercia! is being shown in Lon- 
don, Birmingham and Manchester 
during the initial selling period. 

Window displays have been 
arranged in departmental stores all 
over the country, and in leading 
branches of Saxones, fashion shops 
and milliners. MeCann-Erickson 
Advertising Ltd. are the agents. 
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Agents appointed 


for exhibition 


Industrial Exhibitions Ltd. 
have appointed Commercial 
Publicity (London) Ltd. as adver- 
tising agents for the Instruments, 
Electronics and Automation Ex- 
hibition which is to be held at 
Olympia, May 7 to 17. The 
exhibitors’ space charge includes 
a prescribed appropriation for 
advertising. The national and 
trade press and posters on 
London buses and Underground 
stations will be used. 


Genatosan’s plans 


for next 12 months 


Genatosan Lid. have bought the 
copyright of four photographs from 
the Steichen Exhibition of ‘The 
Family of Man” which will fall 
under four headings—sorrow, happi- 
ness, loneliness and anger—for their 
Sanatogen advertising during the 
next 12 months. 

These photographs, together with 
a small amount of copy, will appear 
in national newspapers and maga- 
zines. 

For general magazine advertising 
a Genatosan campaign is slanted at 
a policy of “How to get more out 
of life.” Here, Genatosan are aim- 
ing not only at those who are 
already ill, but are also explaining 
to others how to feel even better. 

Advertising will be in the national 
and provincial press and national 
magazines. 

In addition, Genatosan are also 
using the medical and nursing 
press. Agents are Mather 
Crowther itd. 


CURRENT ADVERTISING AT 


A GLANCE 


- Accounts 


MERCURY TRAVEL LTD., for 
Howard Panton Ltd. Campaign 
in national dailies, magazine and 

rovincial press during 1957. 

T v RRIFF CONSTRUCTION 
CORPORATION LTD., for 
Beardmore Advertising Ltd. 

BERKELEY SPORTS CARS; 
NIBB-IT PRODUCERS’ ASSOU- 
CIATION. Accounts for Stowe 
& Bowden Ltd. 

BRITISH CHROME CHEMICALS 
LTD., for Scott-Turner & Asso- 
ciates Ltd. Campaign in technical 
and national press commencing 
in November. 

FISONS PEST CONTROL LTD.; 

fs TABULATING 

E .CO. LTD.; 

NORTHERN IRELAND MILK 

PUBLICITY COUNCIL ; ARDIL 

(Another product of Fibres Divi- 

sion of ICI). Accounts for 
Mather & Crowther Ltd. 


Campaigns 


| GENATOSAN LTD., using national 


and provincial press, national 
magazines and medical and nurs- 
ing journals for Sanatogen 
(Mather & Crowther Ltd.) 

REVLON —= INTERNATIONAL 
CORPORATION, using national 
and provincial press, women’s 
magazines and commercial TV 
for new shade of lipstick and 
nail varnish. (McCann-Erickson 
Advertising Ltd.) 

EDWARD SHARP & SONS LTD.., 
using national and provincial 
dailies and Sundays, magazines, 


commercial TV on all stations 
and Tips film. (Smith’s Adver- 
tising Agency Ltd.) 

ARGYLE BENEFIT BUILDING 
SOCIETY, using North London 
press and 16-sheet and double- 
crown posters on Underground 
and outdoor sites. (Richmond 
Towers Ltd.) 

EXQUISITE FORM BRASSIERES 
(G.B.) LTD., using national 
papers, point-of-sale material, etc. 
(Scott-Turner & Associates Ltd.) 

QUAKER OATS LTD. using 
national daily and Sunday news- 
papers, general and women’s 
magazines and display material, 
-. (Foote, Cone & Belding 
Ad.) 

LIN-CAN FRUITS & VEGE- 
TABLES, using colour pages in 
magazines, supported by national 
and regional press advertising and 
TV spots. (F. John Roe Ltd.) 

LEYLAND PAINTS, using ani- 
mated filmed spots on Northern 
& Midlands TV for Leylac Super- 
fine Enamel. (F. John Roe Ltd.) 

EWBANK CARPET SWEEPERS, 
using national papers and mage- 
zines. (F. John Roe Ltd.) 

PANDA RUG-MAKING OUT- 
FITS, using Radio Times. (F. 
John Roe Ltd.) 

SCOTT’S SPECIAL SCOTCH 
WHISKY, using London and 
ee papers. (F. John Roe 
Ad.) 

DOBECKMUN, using Vogue, 
Vogue Pattern Book, House and 
Garden, Harper's Bazaar, Ideal 
Home, Good Housekeeping and 
other magazines for Lurex yarn. 
(The Robert Freeman Co., Ltd.) 

LOXENE MEDICATED SHAM- 


POO, using national 
Woman, Woman's Own, other 
magazines and commercial TV. 
(Napper, Stinton, Woolley Ltd.) 

HOUSE OF SEAGRAM LTD., 
using national and provincial 
dailies, weekly papers, trade press 
and point-of-sale material. (John 
Hobson & Partners Ltd.) 

POLYTECHNIC TOURING 
ASSOCIATION LTD., using dis- 
play and classified ads in national 
papers and magazines. (J. Walter 
Thompson Co., Ltd.) 

LINES BROTHERS, using nationa!. 
provincial, magazine and toy 
trade press. (Colman, Prentis & 
Varley Ltd.) ; 

POROSAN LTD., using national 
papers, magazines and trade press 
for Muraplas Self-Adhesive Wall 
Tiles. (Scientific Publicity Ltd.) 

PETFOODS LTD., using national! 
newspapers and magazines for 
new Extra-Meat Lassie. (Masius 
& Fergusson Ltd.) 

ROOTES GROUP (COMMER 
CARS LTD. & KARRIER 
MOTORS LTD.), using trade and 
technical press, provincial news- 
papers and country-wide dealer 
campaign for new light diesel 
engine and new power-assisted 
steering. (Basil Butler Co. Ltd.) 

LATHAM & CO., LTD., using 
Radio Times, women’s maga- 
zines and trade press for Cakeoma 
Iced Gateau. (S. C. Peacock Ltd.) 

J. LYONS & CO., using all media 
for introduction of new tonic 
water with crushed lemon added. 
(John Hobson & Partners Ltd.) 

PAYNES POPPETS, using com. 
mercial TV. (The Robert Free. 
man Co. Ltd.) 


dailies. 
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| eoece 
| and win business (Koka 


; 
at the bho 
a 


POINT OF SALE 


Quantity at the right price and 


a dynamic selling appeal which 

is the hall mark of Sales Aids | 

produced by Display Craft Ltd. be 
of London. h, 


Screen Process Printing offers 


you these advantages—Brilliant 
Colour Values and quick de- 
livery as no colour blocks are 


necessary. 


Telephone BRIXTON 7871-4 


ISPLAY CRAFT LTD 


BRITAIN’S LEADING MECHANISED SCREEN COLOUR PRINTERS 


88, ACRE LANE, BRIXTON, LONDON, S.W.2 
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APPOINTMENTS VACANT 


‘ENGLISH ELECTRIC’ 


SEPTEMBER 21, 1956 


CLASSIFIED ADVERTISEMENTS | 


| 
RATES: APPOINTMENTS VACANT, 4s, per line, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 
classifications, 4s. 6d. per line, 50s. per display pane! inch. Minimum, 3 lines. Box 
No. charge, one line plus Is. covering postage, etc. Series raics on application : all 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 


FUSEGEAR DIVISION 


who manufacture a wide range of 
Switchboards and Distribution equipment, 
incorporating High-Rupturing Capacity 
fuses, have a vacancy for a 


SENIOR PUBLICITY ASSISTANT 


at their Liverpool Works. This position is 
pensionable after a qualifying period and 
offers an excellent opportunity for a keen, 
intelligent young man to expand his know- 
ledge over a wide range of work. 


Qualifications required are a sound 
general education, plus experience in at 
least one, and preferably all, of the 
following activities :-— 


a) Sales literature, brochures, 
aot rams phen © Sl poy 


b) Sales Promotion. 
c) Exhibitions. 


Applications giving full particulars of 
age, education and experience should be 
addressed to Dept. C.P.S., 336/7 Strand, 
W.C.2, quoting Ref. AW/401E. 


Weekly,”’ 180, Fleet Street, London, E.C.4. WATerioo 3388 (Ex. 25). 


APPOINTMENTS VACANT 


ACCOUNT EXECUTIVE 


wanted by well-known London Agency (I.P.A.) 
We are an agency of medium size—well established, financially 
sound and with creative and administrative departments which, 
we believe, maintain more than the average efficiency. The range 
of our service to clients is wide, therefore our billings have been 
progressive, year by year, over a lengthy period. 


We now have a vacancy for an additional experienced Account 
Executive—a vacancy which, incidentally, also carries exceptional 
possibilities for a man with high ambition. 

Applicants should be between the ages of 35/40 (preferably 
members of the Institute) with previous experience of justifying 
salaries in excess of £1,500 per annum. Our Account Executives 


SALES 
REPRESENTATIVE 


Required by 
well-known leading 
Display & Exhibition 
Contractors 


Wonderful opportunity for 
right man who has ability for 
introducing new business. 


~ Box 4519 
Advertiser's Weekly 180 Fleet St €C4 


know of this advertisement. 


All applications will be handled 


only by our Principal and treated in confidence. - 


PRODUCTION MAN age 21/23. Must 
have experience ordering blocks and 
settings and have completed National 
Service. Knowledge of print an advan- 
tage but not essential. "Phone for 
appointment, Temple Bar 7982. Pro- 
duction Manager. 

CATALOGUE PRODUCTION MAN- 
AGER, located in Liverpool, requires 
intelligent young man to assist with 
layout and general production work. 
Preferably with experience of sales 
correspondence or/and administration. 
The post is permanent and progressive 
to right type of applicant Pension 
and Life Assurance scheme. State age, 
education, full details of experience 
and salary required to 
Box 4516 Ad. Weekly 180 Fleet St EC4 


DESIGN. We have room for a fully 
experienced designer able to initiate 
ideas and produce roughs for pack- 
aging, point-of-sale material, etc., and 
generally enjoy himself under pleasant 
working conditions in good company 
This Studio has growing pains af 
seventy years and offers opportunity 
plus the cash.—H. and A. Dix Ltd., 
12 Great Newport Street, W.C.2. 


YOUNG MAN required take charge 
advertisements established association 
journal, salary and commission 
Principal requirements, enthusiasm, 
presentable appearance, reasonably 
methodical, good correspondence 
Fullest details immediately, please, to 
Box 4496 Ad. Weekly 180 Fleet St EC4 


OPPORTUNITIES 
AT OELRICHS 


Congenial positions in leading provincial agency for: 


STUDIO MANAGER 


Must be thoroughly competent in all branches of 
advertising art (including figure work) and be fully 
conversant with all printing processes. Previous agency or 
studio experience and ability to control and direct studio 
staff of ten essential. 


Box 4423 Advertiser’s Weekly 180 Fieet Street EC4 


LADY BOOK-KEEPER able to type and 
to do shorthand, with knowledge of 
office routine, to train or fill post of 
office manager. Write to Mr. Lloyd, 
Humphrey Lloyd Publicity, 6 Rupert 
Street, . 


TECHNICAL AUTHOR required for | 
busy Publicity Department in go-ahead | 
West Riding Engineering Group. Must | 
be experienced and able to produce | 
lucid, modern Sales and Technical | 

| 
| 
} 


FIRST-CLASS CATALOGUE COM- 
PILER required by specialist publish- 
ing company. Experience with whole- 
saler an advantage. Excellent oppor- 
tunity for the right man 
Box 4524 Ad. Weekly 180 Fleet St EC4 


EXHIBITIONS AND DISPLAY. Old 
firm, young ideas (built space fleet for 
Hulton Boys and Girls Exhibition) 
offers bright prospects to experienced 
young man as Assistant Estimator 
Write or ‘phone John 
Edgington & Co id Road, 
Lee, S.E.i3 


Manager, 
Lid., 


literature. Apply without specimens at 
first to ; 
Box 4513 Ad. Weekly 180 Fleet St EC4 


GODBOLDS 


require additional fully experienced men 
in the following capacities. These are 
opportunities with real prospects 
for the right men. 1. 


Production Man 


To handle all aspects of mechanical production on 
national and technical accounts. Detailed knowledge 
of blockmaking and typesetting requirements and 
full control of production schedules. 


2. COPYWRITER 


Must have the advertising background, the versatility, 
and the imagination to produce forceful, selling ideas and 
copy for a variety of interesting accounts, national and 
local, consumer and technical. 


Senior Artist 


Competent man with creative approach to visuali- 
sing and campaign presentation and capable of high 
standard finished work. Able to supervise the work 


: Generous salaries, pleasant working conditions 
of small studio. Pp g , 


non-contributory pension scheme and five-day week. 
Assistance with housing if necessary. Please write, giving 


Applications in writing only, please, giving fullest full details of training and experience, to: 


information as to age, previous experience and salary to 


GODBOLDS LIMITED 
GENERAL BUILDINGS, ALDWYCH, W.C.2 


The Creative Director, 
OELRICHS ADVERTISING LIMITED, 
Registered Practitioners in Advertising, 
53 Wostenholm Road, Sheffield 7. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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EXNMMEERTEN | CLASSIFIED ADVERTISEMENTS 
HOLDENS | | __ APPOINTMENTS VACANT Experienced 


HAVE A VACANCY 


FOR ANOTHER | THE NEWSPAPER SOCIETY LETTERING 
V I =) U A L ! S E R invites applications for the following new appointments in the ADVERTISING A RT I ST 
PROMOTION DEPARTMENT : 


A man in his early twenties who also 


has had thorough art school RESEARCH EXECUTIVE: A fully-experienced man, capable of 


training and a few years’ agency initiating and developing the = of sey — J =y- > research in the G E N 3 RA L 
. , promotion of local newspaper advertising. nowledge of modern research 

pee pcm a national accounts techniques and of existing statistical sources essential. The work visualised 

and is now looking for an oppor- is of a long-term nature. The person —— must be able to plan and carry A we T | 8 T 
tunity to develop his own ideas out a many-sided programme which will need originality and top-level ability. 

as a member of a young and 


enthusiastic creative team. REPRESENTATIVE: A man who understands the practices and required 


Applicants should write (giving policies of campaign planning and who can present a selling story with 
full details of age, training } authority and conviction. A sound knowledge of local newspaper advertising IDEAL STUDIO CONDITIONS 
* . , . il is necessary, plus the ability to establish effective liaison at all levels with 

experience and salary required) advertisers and agents. 
to: Salaries according to ~ Aga —— army Hy fullest Phone or call 

ble particulars shoul sent, mar! “Personal”, to the Director, | i 
Creative Director, = Pp Sockty, Whitelriars Hosse, Carmelite St., E.C4. CREST PUBLICITY LTD 
A.N. HOLDEN &CO.LTD. 76 NEW BOND STREET 


94 Mount Street, Grosvenor 3026 


London, W.1. - FIRST-RATE ARTISTS WANTED. _ GENERAL ARTIST, experienced, re- 
Pleasant studios off Baker Street. — by West End Agency. Good ASSISTANT od P 
SSISTA} Please telephone for appointment standard in lettering and finished art , A! requir in ublicity 
“Toth cients ok PR na Boy nin an PAD 9321. John Camp Studios. work for reproduction in line and tone | Dept. of well known mechanical 
soedies caaeummine te tention ater MULLARD LIMITED have a vacancy vad ~— advertisements, ete., essen- a - — = Must 
tising agency for man or woman with in their Publicity Division for an assist- | a . ye my at a | — me = sain en vom. 
experience in media selection and ant aged 25/30 to organise advertise- | We “e 7 (meme seaneger prem Ofte Cg fle Te 
planning Salary £10-£12 per week ment and literature production, and to | i oH og § eo Agente, B06. team A , one Rn 
depending on qualifications, Applice- prepare small exhibition stands. Some 9 ills lace, xford Street, W.1 | ationa — ive-day Wai ° 
tions in writing, please, with full years’ experience of such work is ADVERTISING DEPARTMENT _re- erm 5 scheme, one. rite 
personal and business details, to essential, and experience in copy quires all-round Artist aged 20-26 with rie y, oes out ~ oO —- 
Box 4441 Ad. Weekly 180 Fleet St EC4 writing will be a further advantage a creative flair and capable of finished sarees one Pe 1s — BCs 
LEADING NATIONAL ADVERTISER | There is considerable scope for iniua- “| @rtwork. — Position is permanent, pele Ran nee <- 
requires an Assistant to the Advertising tive. The post is permanent and pen- superannuated, and offers considerable ADVERTISEMENT MANAGER re- 
Manager. Applicant (male or female) | sionable and will carry a salary scope in the design and production of quired by Lonéon publishing company 
must have a high educational standard | commensurate with the successful leaflets, sales aids, displays, exhibi- | for specialised consumer monthly 
and have had general experience with candidate's ability and experience tions, etc. Write, giving full details eee See wae oe 
an Advertising Agency The post Please write fully to the Personnel of experience and salary required, to young enthusiastic man with space 
offered carries a good starting salary Officer, Century House, Shaftesbury ee 4 a aes + ~ a. ae ee Salary, commission 
and prospects of future advancement Avenue, London, W.C.2, quoting wi . nt ect + ~ 3 A 
Box sot Ad Weekly 180 Fleet St BC4 reference 063 Park, London, N.W.10 Box 4533 Ad. Weekly 180 Fleet St BC4 


ARTIST DESIGNER Public 


There is a vacancy 


. 
Relations 
in the Production Department 
of a large technical publishing organization Executive 


for junior artist designer with 


typographical experience. A vacancy exists for an 


e Executive in the Women’s 


Dept. of a Public Relations 


The position, which is an interesting one, Organisation in London 


involves assisting with the layout and Experience of press relations 


design of many periodicals; a sound on national accounts 


ie otal essential. 
knowledge of printing is necessary. Please 


give full details of training, experience, Write in full to Box 4482 


age and salary required. Box 4535 Advertiser’s Weekly 180 Fleet St EC4 


Advertiser’s Weekly 180 Fleet St EC4 | 


Phone your classifieds to WAT 3388 (Ex. 25) 
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“CLASSIFIED ADVERTISEMENTS 
| 


YOUNG RESEARCH ASSISTANT re- 


quired in expanding Market Research 

ADVERTISEMENT MANAGER Department of well-known London 

Advertising Agency Economics or 

required for specialist publication. Position | Arts graduate with some _ research 

offers splendid opportunity for young but experience preferred, though neither 
experienced space salesman to carve a , 

career for himself. Applications, which qualification essential. Write, stating 


. will be treated in confidence, to | age and experience to Creative 

Unusual O ortunit | Marketing Director, Greenlys Ltd., 
Box 4536 9 Berkeley Street, W.1 

Advertiser's Weekly 180 Fieet St EC4 

| 


for an experienced YOUNG MAN with technical back- 


ground and journalistic ability required 


MEDIA CHECKING 


as assistant to Advertising Manager of | 
leading Refrigeration Engineers in | Graham & Gillies Ltd. urgently 
i N.W. London. Knowledge of printing nt . ws “ ‘ . 
VISUA é and layout and drawing ability an sequize young lady to take control 
advantage. Write, stating age, educa- | | of Media Checking. Experience 
tion, experience and salary expected, in this kind of work essential. 


} 
Box 4463 Ad. Weekly 180 Fleet St EC4 | Please write Graham & Gillies Ltd. 
LAYO fi ¥ MAN | | Grafton House, 3 Golden Square, 
W.1. or “phone GER. 9121 for 


REQUIRED 
Q appointment. 
be. sence Sea at RETOUCHERS | 
tee eat cli SHOE AND er ee ners 
taking his visuals GENERAL ARTISTS require young man with experience in 
t th fi . Real opportunity for all branches of advertising The per- 
son we ase looking for should be 
.] e inished rough stage top-grade men capable of taking over as advertising 
manager at an early date. State age 
ERNEST G. EVANS LTD. salary required. Pension and group 
- i life insurance schemes in operation 
Apply Box 4529 Ad. Weekly 180 Fleet St EC4 
‘ We say unusual because the position seems to us to STUDIO DIRECTOR FLE 690! | | 
offer a number of advantages :— _ ADVERTISEMENT = REPRESENTA- LETTERING 
TIVE required for and resident in 
Birmingham and Midland area by | ARTIST 
. technical journal publishers, including | 
1. Generous Starting salary. controlled circulation journal. Some required 
‘ experience essential Good | salary, ; 
2. A pension scheme. commision end capecten, ‘Wilin tall Apply Mr. Trevor Bird, 
details of age ‘experience, etc., to oo _ 
. » Publis _ , > 
3. A generous profit-sharing scheme. Craven Street, Loodon, W.C2.” | oan 
4. The opportunity to work in a particularly 


happy atmosphere, in a new modern 


building in the West End. Creative Opportunities 


. The chance to join, at the right moment, a 
well established (27 years) agency that is a 
expanding rapidly under the direction of t S tt T 
some very experienced advertising men. a C 0 ai u rn e r S$ 
The right man could “* dig in ’ and share in 
the success of an enthusiastic team. 


wa 


<i This is a growing agency which has recently 
. The opportunity to work on important : . ee a 
National scenaie taneiie te deals acquired considerable new business and is 
elds and where a high professional ' : ; ' ises 
standard of presentation and typography shortly moving into extensive new premises. 
is called for. All these appointments offer pleasant work- 
7. The opportunity to take, in time, a good j iti j - 
sneatens Of sxpeieiiincamien wien ing conditions and opportunity for advance 
mean supervising the original conception ment. 


right through to the proof stage and having 


a havin 
satisfaction of seeing good work in print. AN EXPERIENCED CREATIVE LAYOUT MAN with a good appre- 


ciation of typography and experience in technical and 
This is a position for a youngish man who has the industrial product presentation. 

advantage of a thorough agency training but who 
now wants wider scope for his ability. (Our staff 
know of this advertisement.) 


AN EXPERIENCED TYPOGRAPHER able to work on own initia- 
tive making adaptations for large national advertisers. 


_ A TYPOGRAPHER-VISUALISER for adaptations and an in- 
If the position appeals to you, please write now, to creasing volume of original visualisation. 


Box 4471 RETOUCHING ARTIST experienced in handling engineering sub- 
Advertiser’s Weekly 180 Fleet St EC4 jects and capable of lettering and/or still life drawing. 
SCOTT-TURNER & ASSOCIATES LTD. 


Incorporated Practitioners in Advertising, 17-18 Dover 


| St., London W.1. HYDe Park 0481 (10 lines) 


_Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


COPYWRITER 


(technical) 


to work under advertising manager of 
an expanding company in Enfield: some 
radio and television background and 
experience of writing concise copy are 
essential. 

Advertisers are well established and 
can provide excellent prospects for an 
able man of 25 to 30: permanent, 
pensionable position: our staff know of 
this vacancy. 

Applications stating age, education, 
experience and some indication of salary 


required. 
Box 4523 
Advertiser's Weekly 180 Fleet St €C4 


ESTABLISHED Birmingham 
shortly to be formed into Limited 
Company invites applications from 
first-class Visualisers and finished 
Artists for appointment after proba- 


Studio 


tionary period as Executive Directors | 


on salary and profit-sharing basis 


Box 4520 Ad. Weekly 180 Fleet St EC4 | 


LETTERING 
& STILL LIFE 


ARTIST 


Required for agency studio. 
Write or ‘phone for appoint- 
ment to 

Mr. Gibbs, 


MAXWELL CLARKE LTD., 
34 High Holborn, W.C.i. 
CHA 4563. 


ACCOUNTS CLERK (male or female) | 


wanted immediately for general duties 
advertising agency Must be experi- 
enced, checking vouchers, invoicing 
Miss Davis, Brandis- Davis Agency, 231 
Strand, W.C.2 


WEST END ADVERTISING AGENCY 
has vacancy in accounts department 
for Clerk/Typist, Knowledge of Poster 
Advertising Accounts and C “ey 
essential. Apply by letter only, 

Lytle (Outdoor Publicity) Ltd., S 3 
and 4 Dean Street, London, W.1 


TELEVISION AND 
FILMS DIVISION 


Television and Films Division of 
Saward, Baker require a competent 
senior assistant for traffic progress, 
maintenance of records and pre- 
paration of accounts. Previous 
experience of Television or Films 
not essential. Apply in writing in 
first place, giving salary required 
to The Secretary, Saward, Baker 
& Co. Ltd., 27 Chancery Lane, 
London, W.C.2. 


TECHNICAL ARTIST required with 
ability to produce layout for Adver- 
tising Also a first-class Retoucher 
wanted Bonus a pension schemes 
operating. Wri 
Box 4206 Ad. Weekly 180 Fleet St BC4 


TYPOGRAPHER 


An interesting and progressive 
position is available for an experi- 
enced agency typographer, able to 
produce accurate type mark-ups 
and adaptations. 

Write or ‘phone Creative Director, 
CRANE PUBLICITY LTD. 
Adam House, One Fitzroy 

Square, W.1. 
Euston 806! 


Here’s the 


CHANCE OF 


in the North of England 
for an agency man 


We are a very successful and old-established medium sized 
agency in Yorkshire and we are looking for an executive of 
outstanding capability, drive and personality to speed on 
the natural expansion of our business and to handle a group 
of existing accounts, both national and trade. 


Essential qualities are absolute integrity, robust health, 
good agency experience (almost certainly M.I.P.A.), the 
to handle successfully and with originality the 
marketing and advertising (including copy) of consumer 


ability 


products on a national scale. 


commercial T/V an advantage. 
for will probably be 25—35 with a Public School education, 
keenly ambitious and a good mixer. 


The initial salary will be attractive and according to ability 
Financial progress will be in accordance 
with the enlarged success of the Agency. 
an early Directorship and a permanency for the right man. 


and experience. 


Full details of career and present remuneration in 


strict confidence to : 


Box 4462 
Advertiser’s Weekly 180 Fleet St EC4 


A LIFETIME 


An intimate knowledge of 
The fellow we are looking 


We have in mind 


ADVERTISER'S WEEKLY 


ACCOUNT 
EXECUTIVES 


To sell Point of Sale 
material to National 
Advertisers and their 


Advertising Agents 
a 


The men we are looking for may be operating in 


a similar capacity and want to increase their 
earnings—or they may be engaged in an Agency 


or some other activity connected with advertising. 


The essential qualifications are :-— 


A pleasant personality and positive outlook. 


Intelligent attention to detail in the interest of our 


clients. 


The ability to sell new ideas and to negotiate upon 


Own initiative. 


Terms of remuneration are attractive and good 
men should soon be in the £2,000 bracket. There 
is a contributary Pension Scheme in operation. 


If you are based in the London area and believe 
that you are worth considering for one of these 


opportunities send full details of age and exper- 


ience in confidence to :— 


Sales Controller 


Leon Goodman Displays Ltd. 


119-125 Whitfield St., Tottenham Court Rd., W.1 


Phone your classifieds to 


WAT 3388 (Ex. 25) 
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SEPTEMBER 21, 1956 


a CLASSIFIED ADVERTISEMENTS 


Packaging 


Point of Sale 
Designers 
Wanted 


The new McCann-Erickson House 
now being built gives us an 
opportunity to expand the design 
department. We are looking for 
spirited ideas in Packaging and Point 
of sale material in subjects ranging 
from Cereals to Cosmetics 


Lettering Artist 
Wanted 


Ever thought of working inside an 
agency ? You'll find you'll probably 
get more personal satisfaction from 
your designs, more freedom to 
experiment with new letter forms, and 
a tremendous amount of appreciative 
encouragement to pursue 

initiative and enterprise. 


Write or ‘phone Miss Fiona Holmes for an appointment 
The strictest confidence will be observed. 


McCann-Erickson Advertising Ltd., 
Brettenham House, Lancaster Place, W.C.2. 


Telephone : TEMple Bar 6600 


| 


APPOINTMENTS VACANT 


CREATIVE 
LAYOUT 
ARTIST 


A wonderful opportunity arises 
for a genuinely creative and 
versatile layout artist. 

The young man or woman who 
now seeks more scope after at 
least three years’ Agency ex- 
perience will find that this is 
** just the job"’ ! 

We shall, of course, regard as 
essential a proven ability to 
produce slick pencil layouts and 
an instinctive feeling for design 
and colour. 


Details, please, to The Studio 
Manager, Stephens Adver- 
tising Service Limited, 
Clarendon House, I! - 12, 
Clifford Street, New Bond 
Street, W.|1. 


MARKETING MANAGER. A National 
Food Manufacturing Company, dis- 
tributing its branded products through 
the grocery trade, requires an experi- 
enced Marketing Executive. The 
successful applicant must be, at the 
moment, an Account Executive in an 
Agency, or is operating in a large 
company which continually promotes 
its products to the consumer through 
the distributor, The marketing opera- 
tions will be supported by a virile 
sales force. The company is progres- 
sive in its outlook and personnel 
policies and is prepared to pay an 
adequate salary for the services of a 
first-class man Please submit full 
particulars to Box N6. 0494, Wm. 
Porteous & Co., Glasgow 


ANOTHER 
SPACE BUYER 


(lady) required to handle group of 
accounts—national, industrial and 
technical. Experience in Space 
Department of agency essential, 
with knowledge of media and 
campaign planning. Please write 
or Yas Space Dept., Euston 
061. 


CRANE PUBLICITY LTD., 
ADAM HOUSE, 
ONE FITZROY SQUARE, W.1. 


PRODUCTION 


Another young man is re- 
quired to handle production 
detail work on a variety of 
consumer and technical 
accounts. Agency experience 
is essential. 

Profit Sharing Scheme 5-day week 


Ring REGENT 1081 and ask 
for the Production Manager. 


S. C. PEACOCK LTD., 
215/221 Regent St., London, W.1. 


DISPLAY LETTERER. Kodak Limited 
have a vacancy in their advertising 
department at Ruislip for an Assistant 
Display Letterer. Salary according to 
age and skill, with scope for taking on 
a wider variety of work if suitable 
Box 4512 Ad. Weekly 180 Fleet St BC4 


ASSISTANT TO PRODUCTION MAN- 
AGER wanted, age 20-30. Leading 
Industrial advertising agency. P.A. 
Pleasant atmosphere. Prospects. Pen- 
sion scheme. Write with history and 
present salary to 
Box 4183 Ad. Weekly 180 Fleet St EC4 


THE JEWISH CHRONICLE 


has a vacancy for an 
Advertisement 
Representative 


Applications are invited from 
young men with experience in 
advertising and should be 
addressed to 
THE ADVERTISEMENT MANAGER, 
32, Furnival Street, E.C.4. 


ASSISTANT ACCOUNT 
EXECUTIVE REQUIRED 


Mayfair agency requires young 
man 23-25. Production experience 
is essential (although the job does 
not entail production). Knowledge 
of T.V. and Outdoor would be 
valuable. Applicant will be re- 
quired to study for |.P.A. examina- 
tions. Write giving full particulars. 


: Box 4532 
Advertiser's Weekly 180 Fleet St €C4 


SYACE SALESMAN required tor old- 
established monthly industrial journal! 
offering plenty of scope for keen 
young man This is a permanent 
Position and the successful applicant 
will be given his own territory on a 
salary, commission and expenses basis 
Box 4368 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT 
REPRESENTATIVE 


of proved ability required for 
the London office of an old- 
established but progressive 
technical journal. The man 
appointed will be well sup- 
ported but should be capable 
of acting on his own initiative 
and have some administrative 
experience. This is a four 
figure appointment—a good 
salary, with a commission 
arrangement as a fair reward 
for extra endeavour. If satis- 
factory the post would be a 
permanent one with excellent 
opportunities for advancement 
in status and remuneration. 
Write in complete confidence, 
giving age, education, experi- 
ence and present salary to 
The Chairman, 


Box 4528 
Advertiser's Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


GENERAL 
ARTIST 


required 
ApplyiMr. Trevor Bird, 
ARTPLAN Led. 
MAY fair 2251 


PUBLICITY ASSISTANT. Vacancy 
occurs in Production Section of Pub- 
licity Department of large electrical 
engineering organisation in S.W 
Lancs, for experienced Male Assistant, 
age 30-40. ermanent Staff position 
with contributory pension fund and 
good staff conditions. Please write, 
giving details of qualifications, age, 
when available and approximate salary 
required, to 
Box 4425 Ad. Weekly 180 Fleet St BC4 

MEDIA PLANNING DEPARTMENT. 
Leading London Agency requires 
assistant, preferably with previous 
experience of Media Estimating and 
Scheduling. Accuracy with detail and 
figures essential. Interesting position, 
working (under supervision) on major 
National Campaigns. (Own Staff 
advised.) Please write, giving details 
of previous experience and salary re- 
quired, to 

__ Box 4467 Ad. Weekly 180 Fleet St EC4 

SALES PROMOTION, Young man re- 
quired for executive position with 
ideas, drive, initiative and experience 
of advertising for office equipment 
manufacturers in the Midlands. Write 
with details of experience and salary to 
Box 4527 Ad. Weekly 180 Fleet St EC4 


SMART 
EXPERIENCED WOMAN 


P.R.O. 


for 
WEST-END AGENCY 
Agency experience preferable. 


Box 4511 
Advertiser's Weekly 180 Fleet St €C4 


COPY DETAIL ASSISTANT 
(National Service completed). 
be reliable on detail. Ability to cope 
with simple layouts for paper-set 
advertisements desirable. "Phone : 
Reid Walker Advertising Lid., 
COVent Garden 287! (Extn. 20). 

LETTERING. This is the chance for 
improving professionally and finan- 
cially if you are male, hale, bags of 
experience and aged about 25. We do 
good work so why not join 7—H. and 
A. Dix Ltd., 12 Great Newport Street. 
W.C.2 

YOUNG ASSISTANT, quick and accu- 
rate, with some experience routine of 
space buying and copy scheduling. 
Box 4531 Ad. Weekly 180 Pleet St EBC4 

PUBLISHERS (Mayfair) want junior 
editorial assistant (female) for routine 
work. Opportunity for promotion. 
Write in the first instance to 
Box 4526 Ad. Weekly 180 Fleet St EC4 

VISUALIZER-LAYOUT ARTIST re- 
quired by large industrial manufac- 
turing concern, with complete publicity 
department, situated West End of 
London Agency experience and 
knowledge of typography preferred. 
Write giving details of experience and 
salary required. Pension scheme, five- 
day week 
Box 4511 Ad. Weekly 180 Fleet St EC4 


required 
Must 


APPOINTMENTS VACANT 


TECHNICAL ILLUSTRATOR required 
as Visiting Teacher at Epsom & Ewell 
School of Art (Surrey County Council) 
for one day weekly (9.45-12.45 and 
2-4), preferably Wednesday, beginning 
late September. Applications as soon 
as possible to The Principal, 1 Church 
Street, Epsom, Surrey. (Tel. : Epsom 
3561.) Se 

EXPERIENCED CLERK, male, over 
23, required by publishing firm. 
Subscription, circulation, and advertis- 
ing experience. Some typing necessary. 
Write, stating experience and —_— 
required, to Box 7480, Frost-Smi 
Advtg., 64, Finsbury Pavement, EC2 

GENERAL ARTIST (male) required by 
Publishing House in W.C.1 area. Must 
be competent in handling line and 
wash drawings, diagrams and lettering 
Box 4534 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


SENIOR 
ADVERTISING 
EXECUTIVE 


handling important National 
account, wishes to contact manu- 
facturer selling in home and 
overseas markets with a view to 
handling Advertising and Pro- 
motional selling. 


Enquiries are also invited from 
Advertising agencies with an 
opening for a senior contact man 
with some twenty years’ experience 
of practical agency routine. Age 
fortyish. Minimum salary £2,000. 


Box 4514 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST, experienced in reproducing 
Pictorial signs in oils or synthetics on 
metal. London area 
Box 4522 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED FASHION ARTIST 
seeks Freelance work or position in 
studio 
Box 4530 Ad. Weekly 180 Fleet St BC4 

* HAND-PICKED ” 
available —The Wigmo: 


re Agency, 
Wigmore St.. W.1. HUNter 9951/2/3 


FIRST CLASS 


ADVERTISEMENT REPRESENTATIVE 


requires part-time employment where 
valuable contacts with both clients and 
agents at top level would be an advan- 
tage. Studio, Art Agency, Block- 
making, etc., suggestions. 

Bo 


x 8 
Advertiser's Weekly 180 Fleet Sc EC4 


FREE LANCE SERVICES 


EXPERIENCED FREE LANCE secks 
working arrangement with Agency or 


Studio. 
_ Box 4397 Ad. Weekly 180 Fleet St EC4 


| LAYOUT ARTIST (Ex Fig.) specialises 


in booklets, folders, etc. 
Box 4121 Ad. Weekly 180 Ficet St EC4 


Excellent opportunity for 


ACCOUNT EXECUTIVE 


in Point-of-Sale display, London area, 
salary and commission. 
Write or Pp : Sales M ger, 
PACKAGING & DISPLAY, LTD. 
4/6 Chancery House, Chancery Lane, 
W.C.2. CHAncery 5694/5. 


Ponte 


DAVID E. PRATT, M.S.LA., 
HENRY FOX, JAMES HUNT, 
and ALMA LEE 


Sole Representation now with 


HARDING & GILES LTD. 


Tel. : LAN 5754 


iii ADVERTISER'S WEEKLY 


SALES AND WANTS 


ADDRESSOGRAPH CABINETS 
sale. Excellent condition 

idressograph Frames 
ACCOMMODATION oan 4300 ad. Weekly 180 Fleet St BC4 
COSSAR B 18 NEWSPAPER PRESS. 
| DOUBLE-FRONTED PREMISES with 10 years old, for immediate sale 
| Hall at rear available as offices or Prints 10 pages in one operation, is 
light weight storage. No machinery with re-reeler, page size 20 in. x 15 in 
Approximately 2,000 sq. ft. S.W AC Motor included. Offers to W. & 
London. Two years’ lease. Offers J. Linney Ltd., West Gate, Mansfield 
Box 4525 Ad. Weekly 180 Fleet St BC4 Notts 


BUSINESS OPPORTUNITIES 


MARKET RESEARCH SPEEDY PRINT SERVICE 


Field work, tabulation and reports of for all Advertising and Sales literature. 
all kinds undertaken. T Quality k-and-White and 
“ Colour photo litho. 


Consumer Research Ltd., 
54, Great Mariborough Street, GOTHIC PRESS LIMITED 
Buston 5845. 42 Osnaburgh Street 


| London, W.!. 
GERRARD 0068 (Opposite Gt. Portland St. Station) 


for 


Also 


DISPRO LTD. Ask your printer about 
the wonderful high gloss colour in- 
tensification and durability of Dispgo 
Lamination—he knows all about it— 
or ask us for specimens. Dispro 
Limited, 36-38 Peckham Road. strict confidence. 

London, S.E.5. RODney 7171 6 lines) Box 4360 Ad. Weekly 180 Fleet St EC4 


COURSES SPECIAL ANNOUNCEMENTS 


CLASSES BARON 
in preparation for the Joint STUDIOS 


Intermediate examination and 
wish to thank all who so kindly 


for the Diploma of the 
Advertising Association are conveyed their pathy with the 
grievous loss we have suffered. 


held at the College for the 

ag" Py me. The business of Baron Studios 
aa Se Sea peteY will, of course, be carried on 

guided by the standards Baron set 


(Tel. : GERrard 6151/2). 
Particulars of these classes ond Wy te ae te eed 
around him. 


PERIODICAL PUBLISHERS AND 
PRINTERS are interested in purchas- 
ing periodicals or even purchasing 
part interest of Trade, Technical 
or Consumer publications. Reply in 


may be obtained on request. 
(1407) 


TENDERS 


CLACTON URBAN DISTRICT COUNCIL 


CLACTON OFFICIAL GUIDE | 
1957 and 1958 


THE COUNCIL invite Tenders for the printing, supply and delivery of the 
1957 and 1958 Editions of the Clacton Official Guide. it is intended that 
these Editions of the Guide shall be printed in two Sections, viz. :— 

(i) EDITORIAL SECTION— 

50,000 copies to be printed at one time to meet the estimated 
requirements for the two Editions. This Section will comprise 
pages printed in four colours by lithography and pages printed in 
two colours by letterpress. 

(ii) ADVERTISEMENT SECTION, COVER AND STREET PLAN 
25,000 copies to be printed for each of the foregoing Editions of 
the Guide. These will be printed in letterpress throughout and 
the cover, which will contain the two Sections, will be in colour 
letterpress. 


Further particulars and Forms of Tender can be obtained from the 
Entertainments and Publicity Manager, Town Hall, Clacton-on-Sea. 


Tenders (which must be on the prescribed Form) must be delivered in 
a plain sealed envelope, endorsed ‘* Tender for Official Guide, 1957 and 1958 "’ 
but bearing no name or distinguishing mark indicating the sender, to the 
undersigned at his Office by not later than TUESDAY, 2nd OCTOBER, 1956. 


Tenders received without such endorsement will not be considered. 

The Council do not bind themselves to accept the lowest or any Tender 
and canvassing, either directly or indirectly, will disqualify. 

The Council will also reserve the right, in the Conditions of Tender, to 
award separate Contracts in respect of each of the two Sections of these 


Editions of the Guide. 
CHARLES B. HEARN, 


Town Hall, Clerk of the Council. 


Sea. 


your classifieds 


WAT 3388 (Ex. 
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REGISTERED 


AT G.P.O. AS A V 6 * 78/29 Ad ud 
NEWSPAPER Post free 


STOP PRESS 


17,000 TV spots 
from London 


More than 17,000 commercials, 
inclusive of bonus spots, will have 


. A le been screened during the first 12 
wae months of commercial TV in the 
\ : te London area, estimate TAM. Of 


these more than 10,000 will have 
been screened during the last six 
months. 


Gordon Wilson, formerly with the 

ve lr “Birmingham Gazette & Des- 
WV patch,” has been appointed adver- 

tisement manager of English Coun- 

ties Periodicals Ltd., of mington 


Spa, publishers of the monthly 
“Warwickshire & #Worcestershire 


‘ at 
vieh fe ef ‘ ak “ Magazine,” and other county 
\ ae, ; journals. 
a ee oe In April next year Charles F. 


Higham Ltd. will launch the first 
national campaign for some years 


for the Dunlop Terylene and 
Worsted sports trousers. The cam- 
paign will include frequent inser- 


counties Sos 


and week-day 
commercial television spots. 


Wm. Moorhouse & Sons, Ltd., 
makers of Moorhouse’s jams and 
marmalades, and Rowntrees, of 
York and Scarborough, are new 
clients for Gee Advertising Ltd. 


Three quarters of the circulation of The ‘ , . ‘ , > q Raeehtte Fore Daten aay Lad. 
Times Weekly Review goes abroad, to more ' ‘ va ) ail as -_— “> and a om 
than 95 different countries. A third of , : " as re z a : B yy — ‘aivadtiinn 

its readers are direct postal subscribers e- am Ts aa ae agents, Scott-Turner & Associates. 
—one in four of whom lives in the United itd ee a An extensive national and pro. 

: . . a mee veo vincial advertising campaign wi 
States of America or € anada. ae ale ieee pnd a 

The people who read The Times Week!) “ae a “Harper's Bazaar.” 

Review are executives in business and a ‘ AP “Signposts to Fine Watches” wi 

industry, government and local affairs. They ne soeee be the heading for Rolex advertise- 


: ~—} t ri i 40 
buy it because they need news and comment ' “ vincial ‘worming ond ovand oo 
‘ sand papers from October onwa No 
from London backed by the resources an / wattiees will be Gimstentel fa Ghee 
carrying the authority of The Times. / advertisements; instead the Rolex 
window display plaque will be fea- 
tured. Agents are the J. Walter 
/ Thompson Co. Ltd. 


— . 
Tibbenham Publicity Ltd. are 
your advertisement in handling a trade a ~ campaign for * 
/ a new range of tinned and pre- 
packed food products, to be 
marketed under the name of Con- 
sort 


At the Institute of Public Rela- 
tion’s first luncheon meeting of the 


new season on Wednesday, H 
Cudlipp, editorial director of 
Mirror Group, spoke on “Public 
Opinion.” Mr. Cudlipp said that he 
was not anti-PR, and thought the 
. attacks made on PR by the Beaver- 
Published every Thursday. Press date 12 days preceding brook group were “unfair.” He 
would happy, he AN te help 
improve relai between PR ont 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2. for the proprietors, Busi Publicati Limited, 
registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388) 
Adver:isement, Editorial and Sales office: Mercury House, 109-119 Waterloo Road, London, SEI (Waterloo 3388). 
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